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SILK STOCKINGS. | When was it we had the great 
silk stocking panic? Remember? The leadlines in the news- 
papers; the special police in the stores; roping off aisles; women 
clutching, pushing, struggling to buy any silk stockings they 
could get; sales limited per customer: no chance to match color 
or size, or to judge quality; just a frightened scramble for any- 
thing silk that fitted a leg. 

That was just two months ago. Now walk into a department 
store, and silk stocking counters are perfectly normal—plenty of 
stock; special values stressed; attractive display; and women 
are calmly shopping, matching colors and buying on quality and 
price as usual. The excitement is all over. The stores are back 
to their customary merchandise display and selling. 

We have had something like that in the appliance business 
through the early months of the year. Reaching its climax in 
August, something of the same stampede to buy appliances 
seized the American public. Record quantities were bought, 
and the main question with dealer and distributor was deliveries. 
Merchandising skill became second to the ability to get the 
goods. 


SEPTEMBER .. September, however, was, judging from 
reports made to us from many parts of the country, a bit differ- 
ent. The 20 percent-down-and-eighteen-months-to-pay terms 
imposed by the Federal Reserve System have certainly at the 
outset slowed things down. The public plainly does not like the 
new terms, especially the high down-payment. The great ma- 
jority doesn’t understand the reason for these rules. The Fed- 
eral Reserve System's anti-inflationary policy is pretty remote 
from the understanding of a good many millions of potential 
appliance buyers. The trade, itself, is not altogether clear 
on the subject, and therefore is unable to convince prospects ot 
the wisdom and prudence of this new set-up. 

\lso, more money will have to be collected from the purchaser 
beginning October Ist, as the new excise tax becomes effective. 


OCTOBER, 


This new excise does not apply to home laundry equipment, 
but it does apply to practically all other home electric devices. 
The government will require that only the amount of the excise 
paid by the manufacturer will be collected from the consumer. 
Just how this is to be controlled is not now clear, but the net 
effect will be a higher price as far as Mr. and Mrs. John Public 
is concerned. 


EDUCATIONAL SELLING Higher prices with- 
out visible and tangible increases in value have always a chilling 
effect on a market. In spite of the fact that there will be fewer 
appliances available for sale in the next twelve months, there is 
going to have to be more selling and more education than the 
appliance trade has been accustomed to in the last twelve 
months. 

Specifically, the public has to be educated and sold on the 
new terms. They have to be educated and sold on the fact that 
the higher prices are simply another form of taxation. The 
government gets this money, the dealer and maker do not bene- 
fit. And more and more, they will have to be educated and sold 
on the substitutes now used in place of the metals heretofore 
employed by appliance manufacturers. Substitute is a very 
poor word, and its use has been damaging. Some of these new 
materials and the changes in design necessary are improvements 
over former products, but the public doesn’t know this; and 
the dealer’s salesman doesn’t know it. 

The appliance business has been pretty much built on educa- 
tion of the buying public. Certainly now is not the time to drop 
this essential part of merchandising practice. It is needed today 
more than ever. 
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New York 


HAT purports to be the first 
known attempt to put the 
entire repair and service of 
electrical 


appliances, on a territory 


wide basis, is the latest brain-child 
of E. F. Jeffe, the restless, driving 


vice-president of New York’s Consoli- 
dated Edison 

lo Mr. Jeffe, whose logical mind 
long since found it difficult to accept 
the “necessary evil” theory of appli- 
ance service, the proposed plan, which 
would supplant much of the repair and 
service facilities now in operation, has 


Company. 


been under intensive consideration for 


over a year It takes on a special im- 
threatened curtail- 
ment of appliance production. 

sriefly, the plan proposes the estab- 


lishment ot 


portance during a 


a super-service company, 
with branches in the various boroughs 
4 New York City, to assume the 
responsibility for and repair 
of electric and gas appliances on the 
lines of the consolidated Edison Sys 


service 


tem. The new company, while being 
sponsored by the utility, would be 
independent in character 
with its management under the direc- 
Board of 
All service charges 
customer would be standardized 
insofar as 
marked on 
tached to each appliance undergoing 
repair which will certify that the par- 


ympletely 


tion of a Governors and 


selected officers. 
to the 
possible, the price being 
a certified service tag at- 


ticular appliance has been inspected, 
repaired and tested before it is re- 
turned to the addition, 
the the Edison 
System Co-operative financial plans, 
service work performed by the new 
may be instal- 
ment terms in much the same manner 
as the sale of new appliances is now 
carried on. The establishment of the 
new service company would be widely 


customer, In 


through facilities of 


company financed on 


advertised by the power company 
through newspaper space, billboards, 
bill stuffers and the other media of 


public information. 


The Dealer’s Place 


Cooperating dealers of the Consoli- 
dated Edison are expected to partici- 
pate in the plan by serving as depots, 
or neighborhood centers, where appli 
ances in need of repair may be brought 
by the customer. The new service com- 
pany would maintain a regular deliv 
ery and pick-up service to these dealers 
to bring the appliances to the service 
company’s repair headquarters and to 
pick up appliances from the district 
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offices of the utility where regular 
service counters will be installed. 
Dealers will receive a fixed commis- 
sion on all work which is submitted to 
the service company for repair. Details 
of the exact amount of the commission 
have not yet been worked out. 
There will be no attempt, Mr. Jeffe 
pointed out to the writer, to interfere 
with any dealer’s present service set- 
up. Not all dealers, in his opinion find 
service and repair work a profitable 
proposition and many will welcome the 
creation of the company which 
will provide them with an authorized, 
standardized, certified which 
they can recommend to their customers 
with the confident assurance that the 
work will be adequately performed. 
But dealers with an established repu- 
tation for service in their communities 


new 


service 


and with an investment in service re- 
pair equipment, repair parts and 
trained personnel, may prefer to carry 
on. 

Under the proposed set-up dealers 
would be supplied with price charts 
showing standard charges for service. 
Where a particular servicing job can- 
not be figured by the standard price 
chart, the customer would be advised 
of the charges for the repairs before 
the work was undertaken. To the util- 
ity company, the formation of this new 
service enterprise represents an oppor- 
tunity for dealers to sell service and 
repairs to their customers on a scale 
large enough “to continue business on 
a profitable basis and to offer such 
service through an association which 
will bring credit and respect to the 
cooperating dealer.” 


Other Advantages Quoted 


In the original proposal for the new 
company, Mr. Jeffe said: 

“This type of service is one which 
has long been required and the neces- 
sity of which will become more urgent 
as the National Emergency continues. 
There have never been central certified 
places where customers of the Con- 
solidated Edison System could go with 
their appliances for servicing, repairs, 
etc., with the assurance that proper 
servicing and repairs would be com- 
pleted at reasonable charges. Improper 
servicing and repairs and exorbitant 
charges have been the avenues through 
which the Consolidated Edison Com- 
panies and the legitimate manufactur- 
ers, distributors and dealers of appli- 
ances have suffered. The Consolidated 
Edison System Companies have lost 


considerable revenue because of the 
non-performance and subsequent non- 
use of appliances by customers. The 
proposed plan will fill in the gap which 
is being widened every day by the 
inability of the manufacturers to secure 
necessary raw materials to produce 
appliances because of our defense 
efforts. Unless a proper substitute is 
found for the scarcity of new appli- 
ances, the utilities will be greatly dam- 
aged and the cooperating dealers, in 
whose organization and education so 
much effort has been spent, will have 
to reduce business.” 

Another angle in the proposed or- 
ganization would be the servicing, 
under some kind of annual contract or 
agreement, of multiple installations of 
refrigerators or ranges with individual 
customers, landlords, organizations, 
etc., and the creation of a rehabilita- 
tion service on all major appliances. 
Landlords would welcome such an 
arrangement, Jeffe believes, because 
refrigerators and ranges installed for 
tenants of New York’s thousands of 
apartment houses could rehabili- 
tated to a satisfactory degree and the 
goodwill between the landlord and the 
tenant would be improved. 

This would prove especially bene- 
ficial, Mr. Jeffe said, in the case of 
electric ranges. Citing the fact that a 
good many thousand electric ranges 
had been sold in Brooklyn in the past 
few years and that, in some cases, the 
distributor responsible for the sale 
had gone out of business leaving a 
servicing headache, it is felt that the 
new company could take over the job. 
The important factor about that sit- 
uation is that the present lack of serv- 
icing facilities on electric ranges is 
having a detrimental effect on the 
sale and promotion of new range busi- 
ness. 

An incidental-benefit to the manu- 
facturer would be ability to appoint a 
distributor for his product in the 
metropolitan New York market with- 
out regard to his ability to provide 
service headquarters of facilities. 
Many manufacturers are worrying 
along at the present time, Mr. Jeffe 
feels, because the service problem 
makes it difficult for them to appoint 
the type of distributor they would like 
to have represent them in the New 
York market. 


Organizational Details 


There are, necessarily, many ramifi- 
cations to be ironed out in a plan 


OCTOBER, 1941—ELECTRICAL MERCHAND!SIN 


which proposes to revolutionize { 
existing service set-up of a city 
large as New York. Some distribut 


have large investments in parts, train 
personnel and service machinery. | 


many contracts exist 
the manufacturer and the distribu 
or the distributor and the dealer 


landlord. 


cases, 


Agreements 


essential to draw 
the 
and 
(1) subsidy 
service where the manufactu 
performance guarantees in 
istence. (2) the use of defective mat 
rials in an appliance (3) purch 
agreements and discounts (4) dan 
claims (5) charges not 
manufacturer’s warranty such as | 
replacement of units, service contr 


It would be 
agreements 
the 
company 
free 
has 


between 
distributors 
covering 


ers, 


covered 


and parts and accessories (6) fact 
repair and return of small appliai 
(7) the assignment of service rec 
of manufacturers or distributors 
the new company (8) sales leads. 


Consignment of Parts 


and_ stock 
be largely 


from the! 


The parts inventory 
the new company may 
a basis of consignment 


ufacturer or the distributor, accordi! 


to proposed plans. The basis on w! 
the consignment would be 
has not been worked out 
presume a “reasonable stock oi 
pair parts to insure prompt and « 
cient service on 
for the consignment might be in 
tory and payment every ninety da 


operat 


Training Service Men 


The new company will undertak: 
educate service men in a knowl 


of products, the technical proble 


arising from appliance repair 


service and in the art of customer re 


tions. This will be accomplis! 
through the maintenance of a 
cal staff which will have 
engineering and product data on 
appliances; periodic schools; 
assistance of factory engineers 
bulletins issued regularly on 
and policy changes. 


Service Contracts 


The Consolidated Edison 


have service contracts cover ! 


up-keep of gas refrigerators on th 


betwe: 


manutlactu 
the utili 


but wou 


appliances.” Bas 
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By Laurence Wray 


nes; distributors and manuiacturers 
we service contracts in operation 
th organizations and landlords for 
eriodic check-up, servicing and main- 
nance of major appliances. These 
ntracts would have to be appraised 
| transferred to the new service 
mpany and an amount agreed upon 
r the unexpired portion of the con- 
ucts in force. New service contracts, 
i course, would be executed between 
service company and the distribu- 
sand manufacturers, Where a man- 
jacturer’s warranty exists, an audit 
i existing costs of the service would 
we to be made to determine the 
ount of payment for this free 
rvice. 


Instalment Payment Servicing 


Customers of the new service com- 
ny will be able to pay for their re- 
irs and service over a period rang- 
g from three to six months, at low 
nance charges. These deferred pay- 
ents would be accepted at district 
fices of the Consolidated System or, 
rhaps, at offices of the National City 
who would handle the financ- 
g. No mention is made in the report 
sto the collection of service instal- 
ents by dealers who are merely des- 
gnated as collection depots for appli- 
nce and repair work and who would 
llect a commission on any repair 
rk they turn over to the new com- 
pany. 


What the New Company 
Would Achieve 


Boiled down to its essentials, the 


rmation of this new service com- ° 


iny which would consolidate existing 
ppliance servicing facilities 
hieve : 

Unification of the sources of serv- 


and supply. 

2. Reduced operating costs of serv- 
ke inventory, personnel, equipment 
ind floor space. 

3. Increased efficiency through uni- 
hed control, cooperative effort and in- 
teased volume of service business. 

Improved customer goodwill 
trough prompt, more efficient service, 
dlerate scale of charges for service 

il repair work performed, and the 
nancing of service contracts. 
Stimulation of appliance use be- 
use of the availability of moderate 

st service program. 

6. Cooperation in the present na- 
tonal emergency to fill the gap left 


by the shortage of materials normally 
used in appliance manufacturer. 

The proposed new company would 
have a Governor’s Board consisting 
of possibly 22 men. The Board would 
be composed of two refrigerator man- 
ufacturers—one electric and one gas; 
two radio manufacturers; one home 
laundry equipment manufacturer; two 
small appliance manufacturers; two 
range manufacturers—one gas and 
one electric; one air conditioning 
manufacturer; two heating equipment 
manufacturers—one gas and one elec- 
tric; two hotel and restaurant equip- 
ment manufacturers—one gas and one 
electric; one major appliance distribu- 
tor, one small appliance distributor 
and one cooperating dealer. 

The members of the board would 
be picked by the manufacturers, dis- 
tributors or dealers from their own 
industry groups. They would serve 
without pay. The officers of the com- 
pany, on the other hand, will be 
paid regular salaries and may not be 
from among the personnel of the Board 
of Governors, 


Some More Reasoning 


“The present state of appliance serv- 
ice and repair is totally unorganized,” 
Mr. Jeffe pointed out in conclusion. 
“It might be characterized as emer- 
gency service—in other words, we 
wait for an appliance to break down 
before doing anything about it. I might 
add that in thousands of cases, the 
appliance is relegated to the shelf. be- 
cause the customer either does not 
know where to obtain satisfactory, 
moderate-priced service or will not 
make the effort to find out. With the 
advertising program to back up the 
new service company that situation 
will be remedied. 

“In the automobile field, we have 
been taught to have our car checked 
up periodically to avoid breakdowns. 
We have learned to change the oil 
periodically. We have even learned 
that with the beginning of summer 
we should “summer condition” our 
cars and “winter condition” them when 
the fall rolls around. Why should we 
not educate the public to take care of 
their appliances? It will be to their 
eventual benefit.” 

At the time of going to press de- 
tails of the ambitious plan were in 
process of being worked out with the 
manufacturers and distributors. At a 
later date, this magazine will report the 
reactions of the trade to the proposal. 
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F. 
‘President Consolideted Edison 


York’s Consolidated Edison Company to 
_ Sponsor the formation c of a new company to. ve 
‘ 
bs, 
rs on th 


WOMAN crossed the street 
from the Court House into the 
Dexter Sales Company at 709 


Adams St., Toledo, Ohio, and asked 
Bill Gerrick, “I want to look at a 
cheap washing machine. Have you 
nachines ?” 

“What sized family are you taking 
care of?” was Bill's reply. 

“There are five of us.” 

“Where does your husband work- 
what sort of clothes do you have to 
wash—are they quite dirty or rela- 
tively clean?” again queried Bill. 

“He’s over at Electric Auto Lite.” 

“The reason I ask all these things 
before | show you a washer,” said 


any cheap washing 


Bill, “Is because there is no sense in 
selling you a machine that won't do 
the job. Come over here and see this 
me as a starter. It has water in it 
and I can give you an idea better.” 
Bill Gerrick makes it a poir. to 


a nickel on edge. 


Bill Gerrick assumes his prospect owns an old, noisy washer. 
"See how vibration-free our machine is," he says, balancing 


A stick is one of his props, and with it he shows how to 
feed clothes properly into the wringer. 


LVE 


Washer Prospect 


By Tom F. 


Blackburn 


The third of a series on dealers who are specializing in high 
bracket merchandise and the methods they are finding successful. 


find out what the family is buying a 
washer for. “Do you want one that 
will do all the work and eliminate 
boiling, soaking and rubbing—or do 
you want one that will help you 
part way with the laundry?” He 
always assumes that the customer 
already has an old machine and in- 
quires as to what is wrong with it. 
Finding out what is wrong with 
the old washer is important, he feels, 
because it gives the salesman a chance 
to frame his demonstration to answer 
that objection. 


In his ordinary mine run demon- 
stration Bill starts the machine going 
and then proceeds to set a nickel on 


ence. 


Older machines tangle up clothes, to a housewife'’s annoy- 
Bill shows that his clothes are not tangled. 


Booster fees bring 75 percent of the store's prospects in 


edge on the cover. The fact that 
there is so little vibration that this 
coin will stand upright is an aston- 
isher. “If want you to know how 
quiet a modern washer is,” he says. 
“Here, put your hand on it. If you 
couldn't feel the machine was run- 
ning, you would never know it. With 
this machine, you know you are 
never going to get a headache.” 

The Bill Gerrick selling is frankly 
done around the Dexter twin-tub ma- 
chine, which is one of the higher 
priced specialty washers on the mar- 
ket today. His story deals with get- 
ting 60 percent of the dirt out of the 
clothes with the first warm water, 


DRAMATIZE YOUR DEMONSTRATIONS 


through the door. 


aul 


eliminating the dirt. He tells hoy 
fabrics are opened up by the war 
water and most of the dirt taken ow 
In the second tub, extremely ho: 
water can be used and as a result 
laundry comes out absolutely free 
dirt and soap. 

“The success of that advertising 
campaign on tattle tale gray,” Bil 
Gerrick says, “is proof that womer 
are aware of their weakness in leay 
ing soap in clothes. For soap is what 
produces that state of gray, and it is 
rapidly discovered when a_ woma 
tries ironing. With this sort of ar 
angle you are dealing with something 
that every woman understands. 

There creeps into the Gerrick sales 
story a frequent repetition of the 
phrase “in one hour’s time the was 
is ready for the line.” Laundry is a 
job that women like to get throug! 
with as soon as possible, he says, and 
the speed with which this may hk 
accomplished with a twin-tub machine 
is one of his greatest sales points. 

Naturally he has a_ story built 
around the wringer and uses it at 
once if prospect has had wringer 
trouble with her old machine. On 
of his effective demonstrations is t 
spread a large piece of cloth all over 
the wringer and show her how it can 
be drawn into the machine without 
any projections catching or snagging 
the fabric. To show how effectiv: 
the wringer is he frequently wads 
up an article and tosses it from % 
space of 5 or 6 feet. 

Bill uses a stick in his demonstra- 
tions and never removes his coat. Hi 
keeps his coat on he says, becaus 
he wants the prospect to see how shi 
can do a washing without getting an) 
water on herself. He employs a stick 


» because it permits him to demonstrat 


a few tricks of picking up articles and 
inserting them in the wringer in 
way that is intriguing to a woma! 
He has a strong agitator story whic 
he springs on prospects because | 
knows that most of the earlier ag'- 
tator machines tangled up the clothe: 
The fact he has a machine that does 
not do this is an impressive point. I: 
the wet machine are groups of v« 
rious colored towels which may » 
viewed plainly as staying in one plac 
while the washing operation is goins 
on. If a person is particularly inte 
ested in agitators, he frequently w' 
braid a group of towels—having ! 
prospect hold onto the ends in orde! 
to get her into the picture—at 
show her how the machine wil! ul 
ravel them. 

Quite naturally he frequently tu™ 
into comment from his customer: 
have the idea largely from news ape’ 
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The slow... complete . . . thoughtful presentation 


is what sells the higher priced machine 


advertising, that $49 or $59 is the 
top price to pay for a washer. 


“If the mechanism isn’t strong 
enough inside of a washer,” Bill says, 
“within six months you won't have 
a machine.” 

With this he will swing them into 
i discussion of the mechanism behind 
his washer and the fact that his com- 
pany has been in the field approxi- 
mately 50 years, and does nothing else 
but make washers. Somewhere in 
the conversation before he has fin- 
shed he asks the prospect where she 
lives. Since the 17 years the Dexter 
Sales Company has been selling wash- 
ers in Toledo, Bill knows that he has 
several washers spotted around in the 
community near this prospect’s ad- 
lress, and the minute he finds this out 
he pounces on her with the names 
i the people who own them near her 
and the length of time they have used 
tem. 

In closing Bill Gerrick declares that 
the customer usually tips him off her- 
‘eli when the time to close is ready. 
Just wait until he or she begins finger- 
ng the washer and then ask for the 
rder, he advises. He faces the 
issue squarely on price. “This double 
machine will cost you $164.50,” he 
‘ays calmly. He follows this up with 
‘lew lifetime facts about this washer, 
together with an economic presenta- 
ion of why it is a good investment. 
The fact that the town of Toledo is 
‘alted with machines which are quite 


old and have done good service helps 
him to prove his point. He reminds 
his prospect that she can buy a twin 
tub machine on the same monthly 
basis as a single tub, with the ex- 
ception that it takes around 16 months 
to pay out on a double and 12 on 
a single. 

This is the technique of a salesman 
who moves from 24 to 26 washers a 
month, mostly twin-tub models, top 
price in the line. “Take ’em slow 
and sweet,” he sums up, “tell them 
the whole story again and again, and 
you can justify the investment to any 
prospect that can afford such a 
machine.” 

Naturally the store has to keep its 
eve peeled for joy-riders. The per- 
son who is too insistent on a home 
demonstration, who doesn’t quibble as 
to the price of the machine, usually 
has a broken-down machine at home 
and merely wants to borrow a washer 
to get through the laundry. 

The Dexter Sales Company is not 
keen about home laundry demonstra- 
tions. “We have no demonstrators to 
send out,” says Bill. “If you want 
a demonstration in your home we are 
going to send you out a brand new 
machine right out of the crate. It 
will be second-hand after you have 
used it, and we think in all fairness 
to the next person we should not do 
it unless you feel you can afford to 
spend that kind of money for a 


(Please turn to page 54) 
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William J. Gerrick, an old National 
Cash Register man, puts on a great 
show when he sells. 


Tossing a towel across the room to the 
wringer is another of Bill's methods of 
dramatizing his story. 


This towel wrapped around the wringer 
gives an impressive idea of how smooth 
it is. 


BELOW—The tipoff of when to close comes when the prospect starts handling 
the washing machine herself. 
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EDITOR'S NOTE: The writer of this article, D. S. 
Stophlet, is a veteran in the electrical merchan- 
dising field. During the 22 years in the industry, 
he has had experience in all five of the basic 
divisions of the business, namely, retail salesman, 
dealer, distributing representative, distributor 


and factory representative. 


He presents in this article the view-point of the 
dealer. The opinions expressed in this article are 
those of Mr. Stophlet personally but there is no 
doubt that they represent the cross section of 


hundreds of dealers in the industry. 


Hk events of the last few 
months have shown that. the 
appliance dealer is going to 


shrewd and in- 


have to do some very 
tensive planning for the next vear or 
more 

There is, of course, no way to tell 


the “emergency” 


but 


long 
will last. 
ean look the farthest ahead, naturally 
cessful in the 
known 


how present 


those businessmen who 


will he the most suc 


long run. There are several 


facts that we can count on. 


likliho ul, 


there are 


First—there is 
that, in this 


every 
coming yvear, 
because 


direct 


fewer dealers, 


industry is a 


to be 
1 
the 


ce mmpetitor 


appliance 
of the munitions industry 
both for men and yyaterials. It is prob- 
able, therefore, @hat now 


there 


from on, 


will be fewer appliances mManu- 
factured. Certainly not enough for all 
the dealers developed in the last few 
years 

Second—there is no doubt in my 
that the United States, as a 
was over dealerised especially 
This 
competition for 
manufacturers. 


mind 
whole, 
in the period of 1935 to 1939, 
was caused by intense 
volume between rival 
This even went to the extreme of some 
manufacturers having two lines under 
two different yet both lines 
built on the same assembly line, but 


both having duplicate distribution and 


names 


dealer set ups 
Because of this intense competitive 
situation, 


ufacturers and was passed on to the 


which started with the man- 


distributors, thousands of towns were 
over dealerised. Towns which could 
support five dealers soon had_ ten. 
Naturally the last five dealers were 


the poorest 


to sell 


ind they proceeded many 


times appliances on their “cost 
plus a $5.00 bill basis” 

General stores, tire shops, filling 
Station hamburger stands, inybody 


was signed up by distributor salesmen 


anxious to establish an “outlet.” And 


what headaches to the manutacturers 
many of these “outlets” proved to be. 
This, as much as anything else, led 
to the “buvers market” situation where 
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Donald S. Stophlet awards the “Inner Circle” plaque of the Westinghouse Quota Buster Club to his veteran sales force 
all of whom qualified in six months for the highest sales honors Westinghouse gives. Left to right: Edwin G. Kahler, Fred 
F. Hein, Donald S. Stophlet, Dean R. Morris, William E. Hartman. These five men represent a combined total of 58 years 
in the electrical appliance business. 


Priorities from 


buyers would shop from place to place 


for a price. Price! Price! Price! 
was paramount. 
Legitimate dealers with overhead, 


advertising and specialized sales forces 
to pay were hard put, for a time, un- 
til far-seeing manufacturers and dis- 
tributors the situation by 
franchising exclusive outlets in key 
areas and then standing by these fran- 
chises and refusing to over-dealerize 
the area. 

Of course, the dealer had to do his 
part, by handling one line exclusively 
and supporting the distributor 100. 

Many of the abuses and over-dealer- 


corrected 


ization of the past ten years have been 
caused by the dealers themselves who 
carried half a dozen lines and simply 
sold price and terms and not quality. 


Steps the Key City Dealer 
Should Take 


1. Return to 
selling. 


the fundamentals of 
Product 
—real value—pays for itself, ete. 


ex ‘ellence 
The 
fundamentals that the late John H 
Patterson of National Cash Register 


specialty 


fame taught and which developed such 
fine selling organizations as the Delco 


Light and Frigidaire B.T.U. Club. 
the G. KE. Tophatters, the Westing 
house Inner Cirelers, Norge’s—Norse- 
men and Kelvinator’s—Kelvin Club 


Be an imaginative-creative dealer. 
2. Eliminate all second line’ mer- 
chandise and concentrate on the prod- 
ucts of one company or at least those 
of one distributor. 

3. Sell the full line of your manu- 
facturer or distributor. The days of 
the exclusive refrigerator, range, ra- 
dio or washer dealer are dead as the 
dodo. Diversify and sell all electrical 
appliances that are in demand in your 
locality. 

4. Drop the inefficient members of 
your organization, cut your overhead 
and make each sale count. 

5. Refuse to sell the “chiseler cus- 
tomers” and let the other fellow take 
the long trade-ins. Remember from 
now on it’s a seller’s market. It’s like 
hunting—you will have just so many 
shells (shipments )—why waste them 
on sparrows when you sooner or later 
will see some fine big cock pheasants 
amd get your bag limit. 

6. Hold all of your good salesmen 
—the time is coming when good sales- 
men will return to the place they once 
held in the industry. Specialty men 


able to sell specialties—at full list 
price—men that are able to make 
$200.00, $300.00 and $400.00) a 


month. The most expensive men you 
have is the $15.00 a week fellow—let 
him that your men make 
money. Give your distributor full vear 


see 


OCTOBER, 


The basic fundamentals of "Specialty 
Selling” are still good. Dealer Stophlet 
uses the old "Pays for itself’ demonstra- 
tion of the Westinghouse sealed uni’ 
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Here are nine good rules to 
follow during the present emer- 


gency, says the author, and he 


ought to know because they are 


working in his own retail business 


By Donald S. Stophlet 


Proprietor, Lofgren's, 
Moline, Ill. 


in order to meet the pending shortage of appliances, dealers must diversify and handle all the products of their distrib- 


Hein and a customer. 


utor. The Stophlet Store sells everything handled by the Westinghouse Electric Supply Co. of Davenport, lowa, their dis- 
ributors. 92% of their sales were Westinghouse products. Left to right: Donald S. Stophlet, William Hartman, Fred F. 


ealer’s Standpoint 


> 
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Diversify | ! Everything from $12.95 
radios to $239.50 refrigerators is meat 
to Eddie Kahler, leading salesman of 
Stophlet's merchandising organization. 
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around activity, support him and he 
will support you. 


Watch Your Credits 


7. Throw out all border line sales 
whose credit is not A No. 1. Our 
own credit department has rejected 
at least 15% of all refrigerator sales 
in the last six months. We let the 
other fellow have the poor credit risks. 
Again—use your shells (your ship- 
ments) on good plump pheasants. 

8. Show your distributor that you 
are a key dealer, handling 100°. of 
his line, then remind him that this 
emergency will not last forever and 
that sooner or later he, the distributor, 
is going to need badly key men like you 
—when our post war, overdeveloped, 
production machinery starts snaking 
appliances instead of shells. ‘Swords 


into ploughshares” will indeed be 
true. 
9. Keep your own credit good. 


Your own credit is, after all, simply 
the accumulated credit of all those 
you have sold and how well you have 
sold them. Half a dealer’s success is 
in buying right, the other half in sell- 
ing right. 

Of course in this present crisis, 
manufacturers and distributors must 
always remember that thousands of 
dealers carry extra lines today, only as 
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insurance after they had learned from 
bitter experience how quickly an unfair 
and unethical manufacturer or distrib- 
utor could cut their throat and cancel 
them out after years of promotional 
effort. The expansion era of 1926 to 
1931 carries poignant memories to 
thousands of distributors and dealers, 
who learned at great cost how utterly 
callous some, so-called, manufacturer 
executives could be. 

So the manufacturers and the dis- 
tributors have very definite obligations 
to their dealers, if they expect to have 
a dealer organization left, when this 
crisis is over. The day of the 


“stick-a-pin-in-him-and-ice-water-will- 
run-out” type of manufacturer and dis- 
tributor has definitely passed. The 
modern, up to date manufacturer and 
distributor knows how hard it is to 
find producing dealers in the $50,000. 
to $150,000 yearly volume class and 
how hard they will be to replace if 
they are not supported fully in this 
coming critical period. 

If the dealer follows the above sug- 
gestions the following things should 
logically happen: 

1. The dealer’s 1942 dollar volume 
will be cut but with higher prices his 
profit should stay fairly close to 1941 
—except for heavier income taxes, of 
course. 

2. Dealers will be selecting the best 
manufacturer with the best distribu- 
who will franchise territories, 
protect their dealers and refuse to 
over dealerize a territory. 

3. Chiseling can be almost elimi- 
nated. Full profits on each sale can 
be secured by selling selected pros- 
pects. 

Real salesmen who can make deals 
at a profit to their employer will be 
needed more so than ever before. The 
basic principles of specialty selling as 
laid down by the late John H. Pat- 
terson, of the National Cash Register 
Company, many years ago are still 
very fundamentally true. 


tors 


Wm. E. (Bill) Hartman, old time appliance man, tells the five zones story. 
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Demands Knowledge Of Coffee For 


Those Who Sell Coffeemakers 


WILLIAM E. WALDSCHMIDT, a Chicago 
coffee expert, tells how he makes it at home 


UST as Indians gathered about 

the campfire, U. S. citizens 

cluster about the coffee pot. The 
friendly cup which stimulates and 
cheers is part of the ritual of Amer- 
ican living. In fact, we use 14 pounds 
yearly per capita. 

In the parlor the trend has long been 
to elaborate silver coffee services cost- 
ing up to $100 and better. The bever- 
age is poured in fragile cups and 
saucers that are often priced at $2 to 
$3 or more. 

Naturally folks are interested in the 
finest kind of coffee making devices. 
Compared to the investment in serv- 
ing paraphernalia, the cost of the most 
expensive brewing equipment is mere 
peanuts. With the rise in sales of these 
better appliances, electrical dealers will 
do well to get a background of popu- 
lar thinking, learn to talk about coffee 
as well as mechanisms. 


The Pot. 
make 


It is obviously possible to 
coffee in a 10 pan on a log 
camp fire. But the quality this way is 
so variable, that disappointment is the 
rule rather than the exception. Most 
of us brought up with huge 
brown coffee pots in which the brew 
was brought to a boil on the back of 
the stove. Swedish folks dropped egg- 
shells in with the idea of clarifying 
the liquor. But here are the catches 
in employing such a cheap method. 

1. Coffeol, which is the flavoring 
and aromatic constituent of coffee, is 
distilled out of the bean by water 195 
degrees in temperature. The old fash- 
ioned pot puts water of all tempera- 
tures in contact with the coffee, re- 
sulting in inexact distillation. 

2. Too long cooking results in bring- 


were 
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He uses bottled spring water and pours it in the 
coffee maker (Cory) hot. 


ing out tannic acid and other elements 
that make coffee unpleasant. 

The inexactitude of the temperature 
of the water and the time of boiling 
makes the product a hit-or-miss propo- 
sition with the added nuisance of 
grounds in the coffee. Furthermore, 
such a brew as it stands grows steadily 
stronger which is against its favor. 
You'll get bad coffee more frequently 
with a pot. 


The Percolator. Today in most homes 
we find the coffee percolator and this 
is a step in the right direction. The 


One of the recent percolator designs is 

an automatic model, above, the Univer- 

sal "Coffee-matic” which selects desired 
strength. 


coffee is not in contact with the 
grounds, However, much of the water 
pumped through the percolator is 
around 160 deg. which is said not to be 
enough to extract the essential oils. 
The great quarrel with percolators is 
the metal. Aluminum has its place in 
airplanes, but it would seem that many 
coffee tasters feel that contact with 
any metal brings about a deterioration 
of flavor in coffee. For coffee contains 
some acids and these in turn act on 
any metal surface. Porcelain enamel 
is O.K., and glass is excellent, say the 
experts. 


Os 


tre 


Measuring the amount of coffee used to 

get the desired strength is important 

and Silex make the dispenser, above, to 
assure correct measurement. 
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When the pressure “breaks he holds the water on the 
grounds | minute, and the brew is ready to serve. 


ELECTRICAL MERCHANDISING 
to get the low-down on how a re 
coffee expert made coffee in his ov 
home for company. 

William E. Waldschmidt, vice pri 
dent and general manager of 
Stewart-Ashby Coffee Company 
Chicago, told us how he did it 
course his firm sells coffee suited 
every type of device, and this is s! 
ply the way he goes about making 
himself at home. 

Glass Vacuum Makers. “I use a ¢ 
coffee maker,” he says. “It per 
exact control. Furthermore I rea! 
that the hardness or softness of wat 
will affect the taste just like the s 
in California makes tomatoes gr 
there taste differently than th 
grown in Michigan. For this rea: 
it is sometimes advisable for peo 
to use bottled spring water for th 
coffee. Results will be better. 

“In our home, we bring this wat 
to a boil before pouring it into! 
coffee maker. Our reason lies in wis 
ing to have every drop of water 1 
in contact with the coffee 
the right temperature so as to extra 
the maximum of goodness. We wat 
closely as the low heat under the } 
sends the water up when the press! 
breaks. We hold the 


comes 


water on 


ground coffee for one minute. Th 


turn off the electricity. You can 
it exactly if you have an elect?! 
clock in your kitchen. Some peo 
may wish their coffee to be strong 
than this, but for the Waldschmidt’ 
is just right.” 

Coffee is the fruit of a small t 
and there are over a hundred rec 
nized varieties grown in many co! 
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Coffee Making 


ws. Lhe best coffees naturally com- 


nd the highest prices in the open 


Cheap coffees are cheap be- 


se they produce the poorest brew 
quantity per pound and quality. 
ap coffees are sold to the public 
the lowest prices just as they are 
| to the coffee roasters or manu- 
turers at the lowest prices. 
Through long experience roasting 
esses have become more or less 
said Mr. Waldschmidt. 
heat dries out the moisture and 
elops the coffee oils and ultimately 
luces body and flavor. Roasting is 
portant is the cooking 
wess as far as the flavor is con- 
ned. The addition of boiling water 


because it 


solves oil and is all that is needed 


ake good coffee. Everyone knows 
t stale coffee is not good. And it 
pretty generally known that vacuum 
king keeps coffee fresh. Further- 
re, all good coffee merchants watch 
stock on the retailers’ shelves to 
sure it does not grow old. Trying 
tell the consumer the day on which 
fee becomes too old, however, is 
| for the advertising man’s fire. 
he quality of coffee. says Mr. 
idschmidt, all hinges on the indi- 
ual taste of the man who puts the 
nds together. While Santos coffees 
1 Brazil are sweet, aromatic and 
ea pleasing flavor, and Sumatras 
very heavy flavored and dark 
wred, and Salvadors of Central 


All the coffee houses advertise the freshness of their product. It is 

either vacuum-sealed or dated. Pre-ground coffee releases much of 

the flavor and aroma of the coffee bean. The home coffee grinder 

(Hobart) shown below does away with this difficulty and assures the 

of the coffee up to the minute it goes into the 
coffee-maker for brewing. 


let 
re 


America are thin liquored and have a 
very light flavor, nevertheless there 
is a wide swing in quality and flavor 
in the character of coffee grown in 
the same places. Only a fence line 
separating the trees may result in a 
great difference in quality, due to the 
care and attention given. So it all 
comes back to the expert blender’s 
taste. Four different coffee men pre- 
paring the same blend will turn out 
four coffees of different character and 
flavor. 

Obviously, said Mr. Waldschmidt, 
the type and condition of your coffee 
brewing equipment is very important 
as well as your method of making 
coffee. It is surprising how much dif- 
ference it makes. Do not overlook the 
prime influence of the water used. Un- 
usual mineral conditions, source of 


supply, whether preheated or softened, 


fresh or stale, all make as much or 
more difference as the highball made 
with plain, charged or foreign flavored 
water. 

And that is where the fellow selling 
coffee making equipment comes in. 
The right equipment plus the right 
method will give the housewife good 
coffee ten times out of ten, instead of 
two times out of ten, And when one 
considers the money the family 
wrapped up in a coffee service, an 
investment in good brewing equip- 
ment is a trifle. Sell “good coffee” 
when you sell electric coffee-makers. 


Glass coffee-makers, like the Silex above, assure exact control and 
permit the coffee to be made right at the breakfast table where its 
freshness and temperature may be assured. 


With the table broiler and the, toaster, the glass coffee-maker makes 
it possible to ignore the kitglien stove in the preparation of breakfast 
(Westinghouse). 


Acids inherent in the coffee bean which are released in improper 
brewing or contact with some metals don't spoil the flavor when 
brewed in glass (G-E). 
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Edwina Nolan, director of home service for General Electric, puts on a 
demonstration of the food storage capacity of a 7-ft. refrigerator. 


Jack Poteat, G-E range and water heater manager, tries to sell an 
electric blanket to Kathleen Robertson of McCall's 
P. S. He almost did. 


magazine. 


Ada Bessie Swann, director, home service 
center, Woman's Home Companion, chats 


with Edwina Nolan, G-E home service. 
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OME SERVICE 


Nation's foremost home economists 
gather in New York City for two- 
day meeting. See story on page 55 


Jessica 
nomist, 


Geraldine Armfield of G-E home service 
gets a smile from Jack Poteat, G-E range 
and water heater manager. 
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Fern Snyder, Georgia Power Co., home 


service director and chairman EEl's home’ Was 
service committee, had charge. ny. 
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Charles Stevens, merchandise sales manager of Public Service of N. J. looks 7s. 
pretty cheerful surrounded by three lovelies of his home service division. Speci: 
lucatio 
reviou 
ation « 
meonin 
juest 
ke the 
ghting 
mand 
are int 
imps. 
y bring 
me tral 
thade 
Sight 


lained 
any 11 
llow ed 


Meek, home 


eco- Grace Diebig of Westinghouse, N. Y.; Mrs. Jos. Loibl of the 
J. L. Hudson & Co., Scranton Electric Company, Scranton, Pa. and Joyce O'Neill of 
Detroit. Westinghouse, Phila., register for the camera. 


Anne Noone, 


ELECTRICAL MERCHAN- 
DISING, meets her namesake Alice Noone 
of Indianapolis Pr. & Lt. 


Clara Zillessen, advertising manager of 
Philadelphia Electric Company, sees ¢Y 
to eye with C. E. Greenwood, FEI. 
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NE of the advantages 
of the light conditioning cam- 
paign is that there is no point 
j saturation—everyone is always a 
spect for another lamp. With this 


great 


. mind, the home service girls of 
| e Washington Water Power Com- 
my are this year concentrating on 
ettering the use of light among the 
populace of that section of east- 
homme) Washington served by their com- 
jarge. ny. 


lhey themselves do no selling, their 
tas being set in terms of light con- 
ioned homes and increased or “re- 
red” wattage. Customers are 
ouraged to fill their lighting needs 
m dealers and dealers in turn are 
led in taking advantage of the pre- 
inary educational work which the 
erls accomplish. One of the first steps 
ken in this year’s campaign was the 
wvey made of dealer’s homes. Light 
ters were taken out and tests made 
| the light conditioning 
dealer’s wives. Next the 


story told 
story was 
ken to the salespeople. An endeavor 
least a one- 
demonstration ot lighting 


handling 


is made to present at 


lt day 


inciples in every store 
ips. 

Special emphasis is laid upon the 
ucational work done in the schools. 
revious contacts have laid a foun- 
ation of confidence, so that it is not 
meommon for authorities to 
juest a lighting program. This may 
ke the form of a demonstration, or 
ghting film, or a lecture 
ent Teacher group. It has been 
und that young people as well as old 
re interested in making over old 
imps. The home service advisor usual- 
¥ brings an old lamp with her, which 
he transforms with adaptor and new 
ade before the audience. 


schoc 


before a 


Sight meters are used ex- 
lained before student groups. In 


lany instances the children have been 
lowed to take the meters home to 
of the 
Neill of 


ager of th 
, sees ey 


yd, EEL. 


EVERYONE 


Prospect fora LAMP 


...and Washington Water Power's home service girls 


do a real promotional job on selling 


light conditioning 


A dealer and his staf are told the 

light conditioning story as it may be 

passed on to the prospective cus- 
tomer. 


A demonstraton in the home of what 
can be done with an adapter to turn 
old lamps into new. 


test thetr 
tions. 


own home lighting condi- 
Considerable enthusiasm has 
been aroused by asking the individ- 
uals to take some one room in their 
homes, drawing a scale diagram of 
it showing present lighting and sug- 
gesting advisable changes to be made. 
These papers are “corrected and a 
prize in the form of an T.E.S. lamp 
given for the:best. No attempt is made 
to use thes@ names acquired from 
schools or parents for prospects. In- 
deed, this is not necessary, as the 
children and their families come them- 
selves to request further help. 

In some instances the home service 
girls have gone out with school nurses 
who have learned from school eve 
tests that children’s vision should be 
corrected. Frequently a bad eye con- 
dition with poor light- 
ing in the home—and the home service 
advisor is in the desirable position of 
heing able to point out a remedy to 
prevent further eve troubles by im- 
proving the lamps and fixtures. 

Girl and Boy Scout groups have 
long turned to the power company for 
instructing those 


is associated 


issistance in who 


wish to pass their cooking tests, have 
now added lighting to the subjects 
which a good scout should know. So 
the light conditioning story is told to 
the scouts, who enthusiastically test 
everything in their own homes and 
those of their neighbors. 

Hitherto the home service depart- 
ment of this company has worked 
without quotas, but this year the 
quota system for each girl is being 
triel out on a basis of an assigned 
number of “light conditioned” homes 
for which she is responsible. Quotas, 
too, are set for “restored wattage,” 
with prizes for best records made. 
lirst prize in this contest is $15, 
with other rewards for good records. 

One of the girls, setting out to bet- 
ter wattage, searched the company’s 
books of former find the 
names of former purchasers of lamps 
bought long ago. She then went out 
and called at the homes of these 
customers, coming back to the office 
with a car full of lamps completely 
out of commission, or to be remodeled 
along modern lines. 


years, to 


(Please turn to page 56) 
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The Market for Electric 


Refrigeration Service 


ABS Grocery Store Meat Markets 

258 Resturant Cafe and Beer Gardens 

427 Service Stations 

276 Barber Shop « Beauty Parlors 

125 Drug Stores 

48 Florists 


L. E. Davis of the Texas Electric Service Company, points to his prospect list of 
commercial refrigeration service jobs. 


Advocates Sub-Meter 
Selling 


F MORE 
around them,” 

savs L. E. Davis of the Texas Electric 
Service Co., find 
irgumetits 


very 


salesmen would carry 


sub-meters with 
“they would 
their 
readily, 


they 
prove selling 
particularly on 
mercial sales. 

Mr. Davis cited a point of a dealer 
in Fort Worth 


who | 


had a pop an 
coca cola cooler. He thought it was 
indispensable. A sub-meter told the 


salesman how much it cost to operate 


this cooler and when the profits that 
the 


or two a week were figured 


the dealer was making from sale 
of a case 
in, it was proved that he was justified 
in getting rid of it. Texas Electric 
Service salesmen have 


full of 


a whole closet 
which they use 
on commercial trade exclusively, Com- 
plaints particularly are 


sub-meters 


followed up 
and used as a means of analyzing busi- 


ness setups 

“One of the best ways to sell re 
frigeration to grocers is to check their 
garbage pail for waste,” says M1 


Davis. “It was revealed to one groce1 
that he was throwing out an averag« 
of 5le a day in vegetables—more that 
enough to pay for refrigeration.” 
The city of Fort Worth has certain 
regulations on outlets and this is used 
means of contacting all 
Mr. Davis stated. The Texas 
Service has a special man to 


is a new 
builders, 
Electric 
plans o1 
architect or 


yo over 


buildings with the 
builder and see to it that 
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the 
eeps his 
followed by 


He 
turn is 
a lighting man who has 


ordinances are 


open 


lived up to. 


eyes and in 


been primed as to what the situation 


1 


>. 


This salesman persuades the cus- 


add extra outlets to the 
dwellings. In nine cases out of ten, 
says Mr. Davis, the customer tells 
the utility salesman to submit a list 
of outlets needed to the contractor who 
is instructed to work them in. 

Fort Worth at the present moment 
is having a group of government 
guaranteed homes go up under the 
FHA aegis. Contractors are building 
groups of 153, 90, 116 and other huge 
lots of houses at one swoop. 

“However,” Says Mr. Davis, “these 
FHA houses are not being properly 
built from a standpoint of future liv- 
ing. One thing, they will have no 
washrooms, no laundry in these homes. 
People have to set their washers out 
in the yard or in the garage if they 
are to take care of their clothes.” 

That more dealers could properly 
pay attention to commercial installa- 
tions is Mr. Davis’ opinion. He feels 
that the future will see the standard 


tomers to 


of living come down, and as a result 
cut off numerous sales possibilities. 


When speculative builders in New Or- 
leans put up houses they usually furnish 
them complete with appliances and have 
visiting days during which time the en- 
tire neighborhood pours through. Here 
is @ shot of a home furnished by Her- 
man Salzer of General Electric Supply, 
New Orleans. 


Because these New Orleans homes offer 
@ happy hunting ground for potential 
customers, bigwigs are prone to visit 
them. Here you see, left to right, Fred 
Craig of General Electric Supply, John- 
nie Eberhart, manager of electrical ap- 
pliance department, Maison ‘Blanche, 
and Ralph Golt, district manager, 
Frigidaire. 
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Records Sell Combination 
Sets 


OT long ago Harry Burningham, 

head of the major appliance and 
radio department of Sears Roebuck’s 
Ogden store, advertised a special valu 
in phonograph records. He expected 
that people who owned phonographs 
and combination radio sets would find 
the sale attractive, but what he did 
not was that people would 
flock in who had no equipment at 
home to play the records which they 
purchased. The result was that they 
first bought the records and_ then 
looked about for record-playing equip- 
ment, The department sold out its com- 
bination sets completely in a_ short 
time. The result is that he is planning 
another record sale, this time ordering 
an additional number of combination 
radios and combining the sales. 


yresee 


Inspection Tour Brings 
Prospects 


YING in with the speculativ: 

builder in New Orleans, the elec- 
trical appliance people are using the 
new homes on exhibition to get hordes 
of prospects. 

The $5,000 to $11,000 homes, 
equipped with dishwashers, Disposal 
attic ventilation and metal cabinets 
are setting new standards of style con- 
sciousness in the minds of families 
Although such firms as the Marabou 
Construction Company, Waguesphek 
Pratt & Hogan, and others buy suc! 
quantities that they purchase direct 
trom distributors, nevertheless dealer: 
are invited to play host in their vari- 


ous projects and greet the public 
, Which passes through the houses in 
throngs. 

Some idea can be gained of th 


number of houses being shown whe! 
it is remembered that the Lake Vista 
subdivision has 16 houses in it, Derby 
Place has 20, and Marabou Gardens 
35. Inasmuch as several thousand 
people go through a house to one 
dozen who are actual prospects for 
houses, it means that a great many 
of these people are interested in home 
furnishing and potential customers fo 
furnishing and are potential customers 
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Food Fair Introduces New 
Manager 


NTRODUCING at the same time a 
be. department manager and an 
enlarged appliance department at the 
same time, the C. C, Anderson Com- 
pany of Ogden, Utah, recently staged 
a “Food Fair” in its basement store. 
The new manager is Dewey Summers, 
and he is largely responsible for the 
idea. The event took on the dimen- 
sions of a small County Fair, appli- 
ances for the four-day period of the 
celebration being cleared out from one- 


and 
and 


half the sales floor and booths 
exhibits set up. Manufacturers 
wholesalers provided samples for free 
distribution and various food items 
were cooked at the booths and dis- 
tributed to visitors. Of elec- 
trical appliances were used in the 
process. The other half of the depart- 
ment was effectively arranged in a 
diagonal display of major equipment 
and demonstrations were in continu- 
ous progress. Prize drawings 
conducted every afternoon at 4+ p.m. 
and on Saturday at hour intervals 
throughout the afternoon. 


course 


were 


Bowles Construction Company's building is three miles outside of Roanoke and 
at night is brilliantly lighted. 


Out-of-Town Location Best 
Says Roanoke Dealer 


F you take the Sky-Line Drive 
down through the Alleghenies and 
head for Roanoke, Va., about three 
miles outside of that city, as you ap- 


proach it in the evening, you will 
see brilliantly lighted building 
which houses the Bowles Construc- 


tion Company. The Hotpoint Red- 
man flashes a welcome signal and 
you realize that stores buried in the 
heart of the city don’t always attract 


the most attention, 
With the front of the building 
almost sheer glass display window 


from one end to the other, the entire 
building becomes an effective display 
for the gleaming white surfaces of 
ranges, refrigerators, washers, water 
heaters and kitchen cabinets. 

There were two reasons for the 
location, according to Henry Rosedro 
who has charge of the wholesale end 


of the business. Easy parking for 
prospects, the need for large display 
space and the attention-getting value 
of the isolated building. Originally 
in the house-building field, the com- 
pany only recently branched out into 
major appliance selling on both a 
wholesale and retail basis—a natural 
move as they were installing electric 
kitchens in most of the houses they 
were building. Today they are whole- 
salers for Youngstown Pressed Steel 
kitchen cabinets and accessories and 
can point with pride to books of pic- 
tures of installations the company has 
made in and around the territory. 
Blackstone washers and Fairbanks- 
Morse stokers are also handled on a 
wholesale basis. 

On the retail end, the company has 
just gotten under way in the past few 
months but have already made their 
mark on the full-line Hotpoint re- 
frigerators, ranges and water heaters. 
Frank Surface and N. H. Ball do the 
selling on the retail end. 


Frank Surface of Bowles Construction Co. gives a Maytag demonstration. 
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Proposed small and major appliance department for Miller & Rhoads, Richmond, 
Va. It will be located on the sixth floor. 


Small Sales Group 
Works for this 
Department Store 


ACED with the universal problem 

of operating an appliance depart- 
ment with the usual group of figures 
in red, C. J. Arnall, department man- 
ager, and his immediate superior, 
Frank O’Brien of Miller & Rhoads, 
Richmond, Va., conferred with the 
Merchandise division on ways and 
means of improving the department 
to the point of profit. 

Having tried to maintain a large 
force of men on the outside as had 
many other dealers with poor results, 
they determined to work with a smaller 
group to insure a better drawing ac- 
count for them and, in turn, better 
results for the department. It was felt 
that with the advertising program 
sponsored by the department and with 
the traffic gained by appliances with 
the appearance of ads from adjoining 
departments, that enough contacts 
could be made to form a prospect list 
sufficient to occupy the’ entire outside 
time of the few remaining salesmen. 

The general plan in working this 
set-up is to have the men spend one 
day on the floor and the next day 
following up the prospects made. 
There are two women in the section 
who spend their entire time in the 


department with their major effort on 
small appliances although it is sur- 
prising the number of sales completed 
in the store by these women on large 
appliances. The department manager 
follows through on prospects con- 
tacted by them when appointments 
have to be made in the homes. 

A strong point in the plan is that 
of having one man who specializes on 
washing machines alone. Most of his 
time during the day is to make his 
contacts and sell these prospects on 
the many good features of his washers. 
He then follows up with an appoint- 
ment for demonstration in the home 
so the husband as well as the wife will 
be sold on the absolute need of the 
washer. 

Many experts have questioned this 
method of combining the small and 
major appliances, but the store find 
that it has worked and is working to 
such an extent that there should be 
no red figure to mar the picture at the 
end of the year. 

The drawing shown is the plan for 
the combined small and major appli- 
ance department which is now being 
constructed on the sixth floor of the 
store building. The department will be 
adjacent to the housewares department 
as it now is in the basement and these 
two departments with a complete lamp 
section will make up the new selling 
sixth floor of Miller & Rhoads, Rich- 


mond, Virginia. 


Nails Down Ironer to Keep it on Floor 


Every salesman is his own ironer demonstrator at the H. P. Wasson Co., Indian- 


apolis, writes T. E. Bedell and H. H. Bauck. 


Right now they are getting such 


action that an ironer has to be nailed down to the floor to be sure to have one 


there to demonstrate on. 


The firm has sold 30 ironers within the first 26 days 
of taking on the product (lronrite) at an average list of $120. 


—— 
tae 
| 
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Pessimism Over 


NY extreme pessimism over the future of the appliance 
business, particularly during the period of our national 
emergency, is unwarranted. No one is bent upon the destruc- 
tion of business. On the contrary, we may expect that every 
possible constructive effort will be exerted, consistent with 
vital defense necessities, to support our internal strength, the 
national economy and every essential part of it. This policy is, 


in fact, imperative and indispensable to national defense itself. 


As the momentum of the defense program accelerates we 


shall, of course, feel the pinch of priorities. Our resourceful- 
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H. L. Andrews 


Vice President 


General Electric Company 


ness may be tested to the limit but the results will not be and 
must not be fatal. To believe otherwise is to assume the failure 


of the whole patriotic program, which is unthinkable. 


Wars always accelerate and crystalize developments which 
normally require many years. Out of this one will ultimately 
come a better civilization, improved national and international 
relations, greatey hope and security and better business. New 
methods, products and processes will appear. They will be 
the natural results of intensive effort, courage, faith in the 


future and the determination to defend and preserve our way 
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of life. The General Electric Company, for one, is hard at work 
in its research laboratories, engineering departments and 
factories meeting the demands of the present and preparing 


for what is to come. 


New Duties Mean New Opportunities 
Conditions are changing rapidly. All of us have new duties 
and new opportunities. In common with others, General 
Electric distributors, dealers and sales people face the new 
challenge of a se//er’s market. We find now that it is as much a 
privilege to buy goods as it is to sell them. But let us not make 
the mistake of assuming that selling will continue to be easy. 
There are a number of new obstacles to be overcome. 

All of the old irregular practices are seen to be as unnecessary 
as they are unprofitable. They are especially wasteful and de- 
structive in times like these. Products and services do not need 
to be given away or destructive competition fostered. Excessive 
trade-in allowances should be discontinued and customers 
taught and helped to get the maximum usefulness from their 
electrical products. Wherever possible, old and defective mech- 
anisms should be repaired and kept working during the emer- 
gency. Fair and profitable service charges should be made and 


gross margins maintained. 


We Are All in The Same Boat 
The resourceful, courageous dealer will find eventually that 
conditions are aot as bad as he may have feared. Through better 
and greater service he may expect increased income. Unit 
values and prices are higher. There is good reason to believe 
that volumes of business like those of 1939 and 1940 at least 
may be reached—and these were not unprofitable years for 
efficient operators. In many instances other allied lines of 


household merchandise may be added to support overhead 


costs. Complete kitchens, for example, may be pushed and 
sold where only refrigerators or ranges were sold before. 
There are no special limits imposed on individual initiative. 
Dealers who follow sound practices and keep alert to new 
trends and opportunities will continue to be successful and 


come through with flying colors. 


Dependable manufacturers will not try to capitalize on the 
misfortunes of the emergency, to pretend to partialities or 
favoritisms in supplying products or project rash promises on 
which they cannot make good. We are all in the same boat. 
General Electric dealers will be at no disadvantage. Wise 
dealers will mistrust glowing representations which run 
counter to the national interest or propose benefits to one at 
the expense of others. It is a time for the utmost integrity and 


mutual helpfulness. 


Another, Brighter Day Is Coming 
We in the General Electric Company will exert our maximum 
effort in the common interest. National defense means to us 
internal as well as external strength and purpose. The home 
fires must be kept burning. We shall seek to build richer, 
warmer, more enduring relationships with all the people with 
whom we do business during the emergency and thereafter. 
And we shall build upon the proven foundations of quality, 
service and fair dealing to all. Another, brighter day is coming. 
We cannot better prepare for it than by striving now for the 


most practical, highest possible standards. 
* * * 
In future trade advertisements we shall discuss specific appliance 


sales problems arising out of the national emergency, with sugges- 
tions for their solution. 


GENERAL ELECTRIC 
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This is Confederate money in George 
Sappington's hands. The story tells how 
it got there. (above) 


Salesman George Christian is sure that 
every family has a laundry problem— 
but cannot make up its mind. (right) 


ATCH 


Off Balance 


To get a new washer, or not to get one, that is 
the question; Oklahoma-Maytag helps them decide 


OD must have loved the com- 
mon \braham 
said, for he 


people, Lin- 


coln made so 
many of them 

But He did not give them the 
power to make up their minds quickly, 
to analyze elaborate propositions, to 
squeeze the juice out of every propo- 
sion the way high powered executives 
do in the movies. 
So the sale of washers by canvass- 
face of 
hammer and tong mail order compe- 


ing goes calmly on in the 


tition. Nowhere is it better exempli- 
fied than by the Oklahoma-Maytag 
Company of Oklahoma City. “The 


fact that the ordinary human has to 
cogitate, meditate, reflect and tem- 
porize all over the place before he or 
she can make up their collective minds 
is what puts specialty selling of 
washers in the sound business class,” 
declares George Sappington of that 
firm. “Your captain of industry finds 
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it difficult to understand why people 
don’t act like he does. He sets up a 
neat little array of logical thinking 
and is puzzled to discover that his 
customers are not logical. In fact 
many of them go on, month after 
month, needing washers, annoyed, and 
yet enduring that annoyance until our 
man calls at their doors.” 
Canvassing is a success with Okla- 
homa-Maytag, because, so to speak, its 
men catch the public “off balance.” 
Off balance is a phrase that means 
they are in a period of needing some- 
thing and have not figured out what 
to do about it. The solicitation meth- 
ods of George Christian, high rank- 
ing salesman, are simplicity itself: 
“I leave a demonstrator wherever 
possible. I don’t go in and give a 
demonstration unless I’m asked to. 
The washer speaks for itself. By 
doing a washing on the back porch 
they find the answer they have been 


looking for and are ready to act.” 

George Christian is one of 30 men 
working on this basis for Oklahoma 
Maytag Company. 

The constant need of a dealer with 
such a crew, Mr. Sappington said, is 
for contests to stimulate the men. 
Most successful contests of the 1941 
spring season was a deal which in- 
volved paying each man_ fantastic 
sums of Confederate money every 
time he made a sale. The amount was, 
of course, dependent upon what type 
of merchandise or model he disposed 
of. It gave the men a thrill to get big 
money of this sort even though it 
could not be spent. At the conclusion 
of the contest a dinner was given to 
the men and prizes auctioned off. 
Wives were able to egg their hus- 
bands into buying diamond rings, fur 
coats, and the like for them, and the 
fact that the prize money was nego- 
tiable here permitted each salesman 


An expensive location is not needed by 
the Oklahoma Maytag Company. | 
salesmen meet the right people, al! 

right. 


to purchase 
wanted. 

By and large, however, Mr. Sa 
pington favors shorter contests 
that a greater variety may be hel 
Sixty days is a little too long 
sustain interest, he found. 

Because dealers learn as mu 
from what not to do as from stun 
that succeed, Mr. Sappington pass 
out the advice to other dealers th 
crews should never be mixed. Sale 
men who are pushing washers shou 
not be allowed to switch at will 
refrigerators and other items. Due 
seasonal flux some appliances are m 
popular at one time than 
and salesmen who can push anythi 
naturally go after the hottest item a! 
hurt the sale of other numbers. T! 
is more serious than it looks, for s 
ing appliances is a sort of a snow) 
movement with each man piling uy 
number of users and their friends a 
if these are neglected for a while t 
disintegration is great. 

Besides Maytag and Speed Quet 
washers, Oklahoma Maytag Compa 
sells Ironrite ironers, which 
largely placed on the simple basis 
demonstrating simple garments fit 
On Frigidaire this year a meter 9! 
was tried, with the idea of call 
back after a few months and taki! 
off the meter. Unfortunately in Ok 
homa customers like meters and M 
Sappington found there was no tur 
over on these devices as he had hop 
for. 

George Sappington is an old-time 
starting with Maytag in 1923. Sal 
manager C. F. Haverfield is anotl 
veteran from Pittsburgh, Kansas. 7! 
store is placed in an inexpensive ' 
district. From outside selling a! 
comes the firm’s business, and with 1 
intense competition in Oklahoma \! 
it looks as if they had a good ‘dea 


something he real 


anoth 
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HE old story, which comes first, 


and taki the chicken or the egg, can lead 
w in Ob to endless debate. But the 
sand Mgesstion, what comes first in the house- 


ie’s mind, the rugs or the vacuum 


s no tug 
aner, may be easily answered. 


had hot The rugs, of course. Anyone push- 
. [sa finger against a doorbell is going 
Roope meet a woman who has a lot of 
Zed. Boney already tied up in rugs and car- 
is anoles, Taking care of them to get the 
ansas. Tost of her investment is a subject 
ensive Tat she is already interested in, ac- 
ling alofrding to L. H. Regensburg, presi- 
id with int of the Clinton Carpet Company, 
homa Ci Chicago’s Merchandise Mart. The 
od idea t way to sell her a vacuum cleaner, 
‘ maintains, is to show her how 

YDISIN 


RUGS 


Care of wool carpetings uppermost in 
female mind, declares L. H. Regensburg, 


rug expert of Chicago's Merchandise Mart 


nicely and easily the sweeper will do a 
perfect job for her. 

In the Merchandise Mart in Chicago 
there is a group called the Floor Cov- 
ering Association, of which Mr. Reg- 
ensburg is the leading light. From it 
ELECTRICAL MERCHANDISING has ob- 
tained, out of the feedbox, so to speak, 
some data on rugs and carpets and 
what to know about them. 

Most new rugs “shed.” You'll find 
on almost any new rug a certain 
amount of woolly fuzz. This is merely 
the loose ends of the nap which have 
fallen back into the pile in the process 
of “shearing.” As a rule, it disap- 
pears after a few weeks of use. Ifa 
broom is used in removing this, par- 
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ticularly on an Axminister or Wilton 
rug, do not sweep hard, and never 
with a digging motion. New rugs 
should receive a very little cleaning 
for two or three weeks. 

Practically all rugs “shade.” The 
light or dark patches which appear 
are merely seeming differences in color 
due to unequal crushing of the nap. 
The effect may be lessened by smooth- 
ing out the pile all in one direction 
with the vacuum cleaner, carpet 
sweeper or soft corn broom. Turning 
the rug around from time to time also 
helps. 

Take special care in laying rugs. 
Neglect of this causes untold trouble. 
Any bumps, ridges or unevenness in 
the floor are sure to cause worn spots. 
In any event, never place the rug on 
the bare floor, but lay it over a good 
quality rug cushion, for this takes up 
the minor inequalities of the floor. 

Do not beat or sweep rugs. Beat- 
ing breaks threads and loosens the 
fabric, thus damaging the rug. Sweep- 
ing the rug with a corn broom is also 
dangerous, as the stiff fibres of the 
broom tear into the nap. Use a carpet 
sweeper to remove surface dust and 
dirt. If possible, use a vacuum cleaner 
at least once or twice a week. 

Washing rugs on the floor should be 
entrusted to a _ responsible carpet 
cleaner who understands the action of 
various soaps and chemicals on the 
dyestuffs and fabrics used in rugs. 
Washing rugs this way will not injure 


EANERS 


the rug cushion underneath the rug, 
providing it is made of all hair and 
does not contain any interior substitute 
materials for hair, which may deteri- 
orate and pack down hard due to the 
moisture. 

Do not pull out knots or tufts. Cut 
them off even with the surface. These 
are not defects in the wearing. When 
rugs rip, sew immediately. 

About lamp cords under rugs. Ordi- 
nary lamp cords cause a bulge under 
the rug that will cause a rapid wear. 
A special flat cord can be obtained to 
avoid this truble. 

Move the furniture occasionally. 
This will prevent permanent indenta- 
tions and will also distribute the wear. 

Protect rugs from direct sunlight. 
Even the finest domestic rugs tend to 
change color in bright sunlight; par- 
ticularly is this true of delicate shades. 

Turn rugs around every few months. 
The heavy traffic will then be more 
evenly distributed. 

Dry air is harmful to rugs. Dry 
air makes the rug fibres brittle and 
shortens rug life. Use humidifiers on 
radiators, especially in steam heated 
rooms. 

Never pack away hitil clean. Soiled 
rugs are much more apt to attract 
moths. 

Always use a good quality all hair 
rug cushion. Every carpet or rug 
deserves this protection not only to 
greatly increase its softness, but also 
to double its life. 


Removing Spots and Stains from Rugs 


ENERAL cleaning with a carpet 

sweeper and vacuum cleaner will 
retard the gradual soiling of rugs, but 
at intervals, preferably once a year, 
thorough cleaning by a_ responsible 
carpet cleaner is advisable. 

Oriental rugs and American repro- 
ductions (sometimes called domestic 
orientals) should be placed in the 
hands of a reputable cleaner periodi- 
cally. The beautiful sheen of these 
rugs is the result of a special process 
which requires special knowledge. 


DIRT SPOTS. To remove, brush 
thoroughly with a soft brush. Then 
sponge with mild warm soapsuds, and 
rinse carefully with warm water. 


GREASE SPOTS. These rot the 
fabric and should be removed at once 
with carbon tetrachloride, which is 
sold under various trade names. Ap- 
ply with a soft cloth, taking up the 
soil as it dissolves with a clean cloth 
or blotter. 


INK STAINS. Take up freshly 
spilled ink with blotting paper or soft 
cloths. Then sponge the spot with 
lukewarm water. Old or stubborn 
stains should be sent to a professional 
cleaner. 


CHEWING GUM. Soiten by pour- 
ing on a little carbon tetrachloride. 
(Please turn to page 57) 
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PAUL NELLIGAN 
of Easy shows what 
can be done right 


in his own home 


HERE’S real news in the model 
home laundry which H. Paul Nel- 
ligan designed, and recently had built, 
for his wife in their home in Syracuse, 


New York. The fact that Mr. Nelli- 
gan happens to be president of Easy 
Washing Machine Corporation doubt- 


1 


less thoughtiulness to 
there’s no 


husbands 


influenced his 
extent. Sut 
other considerate 
shouldn’t profit by 


some reason 
why 
his example. 

There are two particularly interest- 
about this model 
the plans were per- 
Mr. Nelligan, 
based on his own ideas together with 
suggestions And sec- 
ondly, it was not built into a brand 
new house but was made by remodel- 
ing the 40-year-old 
home. Although % incorporates a num- 
ber of features which may not be prac- 


ing things home 


First, 
worked out by 


laundry 
sonally 


from his wife. 


basement of a 


tical for every home owner, it never- 
theless strikingly illustrates how easy 
it is for any husband to lighten one of 
his wife’s most drudging household 
tasks by a few simple alterations in 
the laundry. 

One of the worst faults of the aver- 
age home laundry is inadequate, dreary 
lighting. Under such conditions wash- 
day couldn’t help but be a grim 
ordeal. Mr. Nelligan solved that prob- 
lem with fluorescent lighting. Large 
tubes along the center of the ceiling 
flood the entire laundry with light. 
Smaller fixtures over tubs and work- 
ing surfaces give added light. 

As a result, the whole laundry takes 
on a cheery atmosphere. The fluores- 
cent glow shadows. Eye- 
strain is relieved. Work goes faster. 


eliminates 


There is less danger of improperly 
washed clothes passing inspection, or 
ot garments being scorched in ironing. 
What’s more, because fluorescent light 
gives off no heat, the laundry is re- 
freshingly cooler. 
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At left, Paul Nelligan goes over the details of his new model laundry with 
Katherine Fisher, director of the Good Housekeeping Institute and Helen Kendall 


of Good Housekeeping magazine. 


Handy storage space is another out- 
standing feature of Mr. Nelligan’s 
plans. Cupboards for soaps, solutions 
and other washing supplies are con- 
veniently located within each reach 
directly above the washtubs and other 
working units. Heavier supplies are 
stored in cupboards under the shelv- 
ing. 

\n annoyance which contributes to 
the washday burden in many homes is 
lack of sufficient and convenient elec- 
trical outlets. In the Nelligan laundry, 
outlets are spaced at frequent intervals 
waist high along the wall. Each is 
fitted with a red signal light which in- 
dicates when the current is on. Thus, 
if an appliance fails to work, it is easy 


to tell whether the fault is in the light- 
ing or the appliances. 

For many a _ housewife, a rainy 
Monday can upset the entire week. 
Because proper indoor drying facili- 
ties are not available, she must put her 
washing off until the weather is fair. 
And the entire schedule for the week 
must be altered accordingly. 

Mr. Nelligan has two solutions for 
this annoyance. One is a cabinet dryer. 
The other is a drying room equipped 
with a special fan which circulates a 
gust of heated air throughout the 
room. The Nelligans’ drying room is 
larger than would be possible in most 
homes. But in almost every basement 
there is waste space which could easily 
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A glimpse into the drying room which 
is a good example of the use of waste 
space in the basement. 


be converted into a drying chambe 

For cupboards, tubs and other pef 
manent fixtures either carpentry 
standard ready-made kitchen unit 
will do the job. Mr. Nelligan us¢ 
both. He arranged the built-in fix 
tures to allow receded installation 
all appliances. There’s a nook for th 
washer, which in this instance is a 
Easy Spindrier, and another for th 
cabinet ironer. The portable irom 
goes into its own cupboard. And ther 
are similar storage places for han 
irons, ironer boards and clothes racks 

What has been accomplished her 
on a large scale, any man can (Jo ¢ 
the scale that best suits his wife 
needs and his own home. 


LEC 


tl 
Paul Nelligan, president of Easy Washing Machine Company, built this model laundry in his home. 
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HOTPOINT HAS THE 
ANSWER FOR 
REFRIGERATOR DEALERS 


Brilliant New tt 
Electric Refrigerator 


’ At Low Cost 


XTRA capacity is the big feature 


that will enable you to realize a | 

profitable business with this Hotpoint | 
Special Refrigerator this fall. 

An extra cubic foot makes a big hit ai% 


with refrigerator buyers—and Hotpoint 
provides extra capacity at low cost in 
this new 7 cu. ft. model. : — 

Learn the many other features of this 
big value Hotpoint. 6-Way Cold Storage 
Compartment, Hi-Humidity Zone, Giant 
Bottle Space and Dry Storage Bin. See 
Your Hotpoint Distributor now. Edison 
General Electric Appliance Co., Inc., 
5620 W. Taylor St., Chicago, Illinois. 


Easy-Clean porcelain... 
plenty of cubes.. .chiller- 
tray and sliding meat 


Thoughts at a Glance 


hich 
ange a : ——Fj Pan provide 6 aaa American people have a flair for making their 
+ opinions known. In the matter of politics we 
dessert storage. “ 
-— are free to walk into a polling booth and place 

doll EXTRA BIN FOR DRY . = an “X” before the candidate of our choice. } 
ae STORAGE ... A conven- At movie shows people vote for their favorite ‘ 
other pe ient, easy-sliding stor- screen stars by buying admission tickets. 
‘pemtry age drawer provides In the market place people vote for their 


hen unit ; plenty of room for dry 
cereals and foods not re- 
uiring refrigeration. 


favorite brands by marching into retailers’ 
stores and signing their names to orders. 

When a majority of the public are agreed in © 
their opinion of a candidate, a movie star, or a 
line of electrical appliances, you have popular- 
ity and reputation. 

Weare grateful that over 17,000,000 Ameri- 
can families have demonstrated their good 


ligan use 
uilt-in fix 
allation 
ok for th 
ince is ai 
er for th 
ble irone 


ELECTRIC 
REFRIGERATORS | 


And ther opinion of Hotpoint products by purchases. 

Every Yardstick—A GreatBuy 4 
shec f 

ANG WATER HEATERS WASHERS AND IRONERS CLOTHES DRYERS Vice President 


STOMATIC DISHWASHERS ELECTRASINK STEEL KITCHEN CABINETS 


IDISING LECTRICAL MERCHANDISING—OCTOBER, 194! PAGE 19 


= 
4 
A 
if 
| 
| 
‘ 
i — 
‘ 
7 


Official photograph, U.S. Army Air Corps 


Tell Cooking-ware Prospects 


Has Been Drafted 


In the coming months you may find your 
orders for cooking-ware made of ARMco 
Stainless Steel pared down. You may not 
even be able to get any. 

Stainless is being drafted for defense. 


The manufacturers who have been supply- 
ing you are co-operating fully. They have 
given years to winning the good-will of 
merchants. They do not like to say “less” 
or “no” to you. 

The unrivaled qualities of ARMCo Stain- 
less Steel are now serving in army field 
ranges and other food service equipment. 
Food acids cannot stain this rustless metal. 
It is easily cleaned with soap and water and 
stubbornly resists scratching and denting. 
With no plating to wear off, it gives life- 
time satisfaction. 

Other grades of ARMCo Stainless Steel 
are being used for an ever-increasing num- 


ber of highly specialized defense require- 
ments — from airplane parts to cruiser and 
battleship equipment. Priorities on stainless 
steel are likely to continue during the 
national emergency. 


Yet there is certain to come a day when 
ArMCO Stainless again will be plentiful. 
Meanwhile, tell your customers who ask for 
stainless steel cooking-ware the facts about 
the present situation. They will appreciate 
it and their good-will for your store will be 
strengthened. The American Rolling Mill 
Company, 2721 Curtis St., 

Middletown, Ohio. 
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Left Hande 


OW come so many applian 

dealers and salesmen tell such 
effective story when selling the Ber 
dix Home Laundry? These dealer 
sell so many items that we wonder 
how they found time to familiar: 
themselves so thoroughly with 
product totally different from all tl 
others they sell. So we asked Jacl 
Frohlich—Sales Training Director 
Bendix Home Appliances, Inc. 

Says he, “Sales training has be 
‘packaged’ in small, palatable ‘dose 
and sugar-coated so the boys hard 
know they are ‘taking it.’ 

“Most Bendix men have many othe 
products to sell. We cannot expect 
monopolize too much of their time f 
training. Nor can we expect them t 
wade through heavy reading or stu 
material. By putting the prescriptio 
up in small, easy-to-take portions— 
assure ourselves of interested atte: 
tion. Then, whenever possible, we sw 
round sales training with enoug 
dramatic punch and_ entertainmer 
value to make it a good show. In th 
way, training becomes painless. 

“For example, so far this year, ov 
12,000 dealers salesmen hav 
flocked to Bendix meetings conduct 
by A. L. McCarthy. A dynamic a1 
entertaining speaker, McCarthy give 
the boys many a laugh and thrill—bu 
he is also one of those rare performer 
who leave something immediate 
usable in the minds of their listeners 
Every idea or plan he advances is ot 
that he has successfully used in per 
sonally selling Bendix at retail. Sales 
men instantly recognize this an 
eagerly try his tactics on their cu 
tomers. When they find the plans wor! 
and actually close business for them 
of course they’re back in front seat 
for the next meeting. 

“But McCarthy can be in only o1 
place at a time,” said Mr. Frohlich 
“So we had to provide other meat 
to give thousands of Bendix men effec 
tive and palatable help throughout th 
year. A series of dramatic sound filn 
has been an important factor in th! 
direction. Notably the much-discusse 
film “Dial the Washing” in which wé 
‘teach as though we taught not’. 

“There isn’t a salesman in the fils 
The whole Bendix story is developed 
naturally, yet dramatically, as fou 
women talk over their washing pro! 
lems. It is a “good show’ and sales 
men enjoy watching it. Still, it i 
delibly impresses on their minds the 
‘use values’ of the Bendix 
Laundry. 

“These films are shown right in the 
dealer’s store by Bendix distributor 
contact men. As no one, seeing « fil 
once, can recall all its  signi‘icat 
points, we provide each man with 4 
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DISING 


WOMAN 3 
our 


klet reviewing the highlights of the 
It helps ‘jell’ the impressions 
ined from the film. 
‘Another ‘small dose’ of sales train- 
g is issued periodically in 4- 
ge bulletins known as ‘SALES 
LANTS.’ Each of these illustrated 
wlletins covers one major selling tac- 
‘or problem in such a way as to 
mulate constructive thinking. 
“But one of the forms of sales 
ining we like best is ‘left-handed’ 
iining—the kind that makes men 
in themselves and develop their sell- 
i story without knowing they are 
ing trained. An example of this 


eit-handed’ training is an illustrated 


art which dealers use while making 
kndix demonstrations. This chart en- 
les the prospect to follow the actual 
ile of the Bendix. It illustrates and 


scribes the action and stresses Ben- 


x benefits. In addition to being a 
lendid piece of sales equipment, 


A. L. McCarthy, Bendix sales training director, in action at one of 200 recent 
Bendix meetings 


however, it is also ideal sales training, 
for no man can use it and read its 
message to more than 2 or 3 prospects 
without absorbing a good, pat, well- 
organized selling story on the Bendix 
Home Laundry which he will use even 
when the chart is not available. 

“Another effective ‘left-handed’ 
training program results from Con- 
sumer Group demonstrations. These 
groups usually feature a demonstra- 
tion by the Bendix distributor’s Home 
Economist. Dealers and _ salesmen 
bring their prospects to these events 
and find they can close a good per- 
centage of them ‘after the show.’ 

“These examples should indicate,” 
concluded Frohlich, “what we mean by 
serving sales training in palatable, 
sugar-coated doses. The boys seem to 
like it—and their increasing familiar- 
ity with the Bendix story has reflected 
itself in constantly mounting sales fig- 
ures.” 


A scene from the Bendix film “Dial the Washing", shown at the meetings 
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HOTPOINT Refrigerator 


Edison General Electric Appliance Co., 
lac., 5600 W. Taylor St., Chicago, Ill. 
Model: EBX7. 
Selling Features: 7 cu. ft. capacity; 
“easy-clean” speed freezer white por- 
celain enamel inside and out; 16 pt. 
temperature control; semi-automatic 
defrosting; outlet in back interior 
wall for butter conditioner; 6-way 
cold storage compartment consisting 
of porcelain enamel meat pan, glass 
tray which may be used in 6 differ- 
ent combinations, Hi-Humidity stor- 
age drawer for vegetables and fruit; 
and non-refrigerated storage drawer; 
Calgloss enamel on Bonderized steel, 
l-piece interior of white porcelain 
ename! with acid resisting reservoir 
bottom ; Thermocraft insulation; gray 
Textolite door strips; adjustable 
shelves; Thriftmaster unit.—Electri- 
cal Merchandising, October, 1941. 


CHROMALOX Heaters 


Edwin L. Wiegand Co., 
7500 Thomas Bivd., Pittsburgh, Pa. 


Models: Type HF blower unit heater 
and Type C air heater 
Selling Features: HF blower type 
heater, 1500 to 4000 watts for opera- 
tion on 115 or 230 volts; Chromalox 
Koilstrip elements and a quiet 
cadmium plated fan driven by en- 
closed type motor provide air tem- 
perature rise of 32 to 75 degs. F. at 
130 to 180 RPM; designed for port- 
able or wall mounting; adjustable 
louvres; gray crinkle lacquer finish; 
manual control switch (except d.c.) 
positive acting thermostatic switch. 
C convection heater, 1500 to 3000 
watts, 115 or 230 volts; curved baf- 
fles warm air generated by Chroma- 
lox Finstrip heaters; 2 toggle swit- 
ches, each controlling half the wattage 
so that heaters may be operated at 
hali or full heat; bronze crinkle lac- 
quer and floor mounting brackets.— 
Electrical Merchandising, October, 
1941. 
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EDWARDS Door Chimes 
Edwards & Co., Norwalk, Conn. 


Models: 22 new models designed by 


Lurelle Guild. 


Selling Features: Designed to harmon- 


ize with furniture styles and decora- 
tion trends and to locate door chime 
market in furniture and fixtures cate- 
gory; shields of Sylvite—a new wood 
composition in a variety of finishes 
such as Early American Maple, Pick- 
led Pine, Antiqued Mahogany, Oyster 
white—oversized symphonic _ tubes 
give extra depth and resonance; tone 
of each tube controlled by plastic sym- 
phonic modulator which eliminates 
metallic clank. 

Colonial, illustrated, has antiqued 
ivory case with gold eagle; also avail- 
able in Early American Maple and 
in Antiqued mahogany with gold eagle 
at $7.95. 


Prices: From $1 to $59.50—including 


$1.75, $2.95, $3.95, with special values 
on the featured $4.95 and $7.95 models. 
—Electrical Merchandising, October, 
1941. 


ELECTROMODE Heater 


Electric Air Heater Co., Div. American 


Foundry Equipment Co., 
555 S. Byrkit St., Mishawaka, Ind. 


Device: WJ 15 Electromode bilt-in-wall 


heater. 


Selling Features: Streamlined cabinet 


contains cast-in aluminum element— 
no exposed hot wires or glowing ele- 
ments ; quiet motor-driven fan distri- 
butes warm air; safety switch auto- 
matically shuts off current in case of 
stoppage of air flow or overheating 
from any cause; no radio interference, 
dust, odors or fumes; 1500 watts, 110 
volts, 60 cycle, a.c.; front plate 114 
wide, 123 in. high, white or ivory 
baked enamel finish. 


Price: $29.50.—Electrical Merchandis- 


ing, October, 1941. 


Models: 3 new irons: 


Price: Tel-a-Matic, $8.75 


K-M Irons 
Knapp-Monarch Co., St. Louis, Mo. 


Tel-A-Matic ; 
ra 470-R and Automatic 421- 


Selling Features: Tel-A-Matic features 


heat control dial with fabric mark- 
ings; Tel-A-Lite in moulded plastic 
handle glows when iron is plugged 
in, goes out when pre-selected tem- 
perature has been reached; 1000 watts, 
a.c. only. 

470-R incorporates all automatic 
features in addition to Tel-A-Lite and 
fabric-temperature selector; plastic 
handle; 1-piece chrominum shell; 
1000 watts, a.c. only. 

421-R equipped with Tel-A-Lite, 
fabric-temperature control; plastic 
handle; chromium shell; 1000 watts, 
a.c. only. 

: 470-R, $7.95; 
421-R, $5.95.—Electrical Merchandis- 
ing, October, 1941. 


v 


WILCOX-GAY Radio- 
Phonographs 
The Wilgox-Gay Corp., Charlotte, Mich. 


Models: 5 Recordio, recorder-radio-pho- 


nograph consoles; 1  radio-phono- 
graph combination console; 2 port- 
able recorder-radio-phonographs and 
a portable recorder-phonograph. 


Selling Features: Model A-114, illus- 


trated, equipped with dual-speed re- 
cording (records from radio or mi- 
crophone at 78 rpm. or 33% rpm.) ; 
InstaMatic record changer with Uni- 
point control; 11 tubes; push-pull 
output; 12 in. heavy-duty dynamic 
speaker; R.F. state and 3 gang tun- 
ing condenser; loop antenna; micro- 
phone and phonograph booster stages ; 
recording level indicator ; 2-bands for 
short wave and domestic reception; 
crystal microphone; push-button se- 
lection of function; continuous tone 
control ; illuminated dial; tip-in tun- 
ing panel ; spacious record storage 
compartment; mahogany cabinet of 
18th century design; 38 in. long, 36 
in. high, 17 in. deep.—Electrical Mer- 
chandising, October, 1941. 


UNIVERSAL Cleaners 
Landers, Frary & Clark, New Britain, Conn 


Device: E65D deluxe and ES 
economy Clean-Aire cylinder typ 
cleaners. 

Selling Features: Deluxe model feature 
Tattle-tale light, which prevent 
accumulating of dirt in bag—red lig 
in handle flashes signal when ba 
needs to be emptied ; 2-tone blue finis 
—ends, runners, handle finished ix 
blue Polymeroid, rest of cleaner fir 
ished in blue-grey French Mori 
White stripe at forward end; toe 
switch turns cleaner on or off; hang 
or stands in closet; 13 attachment 
make it possible to dust, clean, spra 
demoth, shampoo, polish, deodorize 
and purify air. 

Economy model features beige and 
green finish separation same color 
as deluxe model with black rubber 
handle and no white stripe at forward 
end. 

Both models equipped with Un 
versal’s patented, thread-picking, nor 
dragging, non-sealing, super-intake 
nozzle with all-metal swivel devoi 
of gaskets; new improved, ball-bear 
ing, a.c.-d.c. motor requires no oiling 
equipped with radio interference 
eliminator; twill dust bag has had 
special finish for maximum filtering 
efficiency.—Electrical Merchandising 
October, 1941. 


WESTINGHOUSE Coffee 
Makers 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Models: 6 and 12 cup coffee makers. 


Selling Features: Bowls of extra heavy 


Pyrex with wide mouths; 2-speeé 
heating to brew coffee and maintain 
it at drinking temperature; rubber 
bushing between glass bowls to {acili- 

tate separation of bowls; double thick- 
ness filter cloth; non-slip head; 3-in- 
1 cover serves as dust protector, as 
scorch-proof table mat, and as h: ‘der 
for upper bowl when bowls are -¢pa 
rated; 550 watts, ac. or d.c.—/lec- 
trical Merchandising, October, 
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YISING 


Fall and Winter 


Home Appliances Are 
Made and Priced to Fit 
Today’s Merchandising Needs 


This year the HEM policy of better retail 
values and longer dealer profits will not be 
changed. Today, H&M. dealers can still offer 
‘EM. home electrical appliances of superior 
beauty and mechanical perfection—at prices 
that confound competition. 

These better values are going to be brought 
to the attention of your customers in more 
forceful fashion than ever before. 

Mrs. America, with more money to spend, 
will be told in national magazines that she 
can now buy a fully automatic “pop-up” 
toaster for $12.95! She will continue to read, 
month after month, about other EM. super 
values—priced to fit her pocketbook. 

But...every eM appliance featured will 
be a profit maker for #M- dealers. Every one 
will make its sales slip represent important 
dollar-volume. 

Featured in your local promotions, these 
EM. value leaders will build store traffic— 
enthuse your salespeople—help you maintain 
profits so necessary to normal business op- 


erations. 
Sincerely, 


President 


| presen Profits 
| 
oe KNAPP-MONARCH COMPANY e Saint Louis 
r, 1941. 
) 
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E113C — de luxe 
Florence Electric 
Range in full white 
porcelain finish; il- 
luminated oven hcs 
Tuf-Flex glass sight 
window. 


E133C — This pop- 
ular-priced model is 
loaded with out- 
standing features 
. it’s a top rank- 
ing value to offer 
your customers! 


HESE Florence Electric Ranges give you so much more to sell! 
Point-by-point they build up an “‘I-want-it” feeling that has your 
customer meeting you more than half way. 
For instance ... their ovens are 17’ wide, an extra inch that gives 
a lot of extra oven room. The completely equipped deep well cookers 
have vented g/ass covers. The de luxe model has a warming compart- 
ment... not a drawer, but a big compartment, with plenty of room 
for warming dishes, or keeping foods piping hot until served. 
Remember that you can sell these ranges with any one of the 
“famous four’’ Florence accessories . . . from full 3-way automatic 
time control to cooking-top lamp alone! That gives your customer a 
wide choice, while it cuts down your inventory! 


Write today for full information. 


FLORENCE STOVE COMPANY, General Offices and Plant: Gardner, Mass.; 
Western Offices and Plant: Kankakee, II1.; Sales Offices: 1458 Merchandise Mart, 
Chicago; 45 E. 17th St., New York; 53 Alabama St., S.W., Atlanta; 301 N. Market 
St., Dallas; and 2730 — 16th St., San Francisco. 


RANGES 


MASTER MODELS WITH INTERCHANGEABLE FEATURES 
THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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pletely envelopes  asbestos-cove; 
element, 60 watts; 3-heats automat 
ally controlled by separately , 

brated thermostats; satin, slide-j 
tened cover; linen bag; rubberiz. 
cover for wet applications. 
asbestos-covered 60 watt cleme 


asbestos envelope, rubberized cover 
soft outer cover with slide fastener 
3-heats. 

805-O soft washable chenill 
fastened cover; rubberized envelo; 
3-heats. 

803-R, 12x15 in. 60 watts, rubbhe 
ized covering; 3-heat switch: 
plaid outer cover, snap-fastened. 


Price: 810-R, $7.95; 808-R, $5.95; 
O. $3.95; 803-R, $2.95.—Electr 
| SCHICK Kit Merchandising, October, 1941. 
Schick Dry Shaver Inc., 
45 Garden St., Stamford, Conn. 
Device: Alligator pocket dressing room v 


kit equipped with Colonel shaver, 
comb, removable mirror, space for 
toilet accessories or jewelry; styled 
to appeal to gift market, army and 
navy recruits ; new features of Colonel 
shaver include faster, quieter motor, 
hollow-ground shearing head, ivory 
plastic case with gold-colored trim.— 
Electrical Merchandising, October, 
1941, 


v 


ST. CHARLES Towel Dryer 
St. Charles Mfg. Co., St. Charles, Ill. 

Device: Towel dryer for Char 
steel kitchens. 

Selling Features: Available in 3 widt 
—18, 21 and 24 in., with 2, 3, a 
sliding racks respectfully; 1%- 
2l-in. sizes have single 330 watt 
ment; largest size has two 350 
elements; fan above drying com 
ment circulates warm air; cabinet 
signed for any kitchen 
or as separate cabinet with steel s 


St. 


WESTINGHOUSE Percolator 
Westinghouse Electric & Mfg. Co., 


arrangen 


Mansfield, O. and linoleum top.—Electr 
Merchandising, October, 1941 
Vodel: 8-cup percolator in new spheri- 
cal design. 
Selling Features: Body of solid copper v 


chrome plated inside and out; recessed 
well permits making 2 cups as suffi- 
ciently full capacity; non-drip 
spout; cold-water type pump; 350 
watts. Electrical Merchandising, 
October, 1941. 


a> 


WESTINGHOUSE Toaster 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Device: Silent automatic toaster 

Selling Features: “Pops-up” periect 
browned toast—light, dark or mediu! 
—as desired, and controls crispne 
to suit the taste; 2-fold control 4 
rangement; chrome finish wi 
scratch proof Bakelite base; B.kell 
cover keeps dust out of wells wiht 
not in use and when inverted forms 
rack for serving.—Electrical Me 
chandising, October, 1941. 


K-M Heating Pads 
Knapp-Monarch Co., St. Louis, Mo. 


| 
| Models: 4 Pads; 810-R, 808-R, 804-0, 
803-R. 

Selling Features: 810-R equipped with 
| asbestos fireproof lining that com- 
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DISING 


How will you emerge 
from the Emergency 


You can’t sell merchandise that can’t be made—and it’s self-evident now, in 


this National Emergency, that not nearly enough appliances can be made to 


meet the demand. This is the condition we face today—and we can’t change it. 


You can’t expect to maintain your volume 
from the sale of new appliances—but you 
can develop new business from the servicing 


of old appliances. 


All concerned will be benefited if you concen- 
trate on service—repairing and reconditioning 
appliances now in use — thereby conserving 


materials vital to the defense of our country. 


Service that builds permanent customer 
good-will, requires the use of genuine factory- 
built parts, whether for Premier Vacuum 


Cleaners or any other household appliances. 


( / 
vi te are ready to furnish you with 
service merchandising helps and complete information, 


including parts catalogues and prices, upon request. 


This far-sighted policy enables you to sell your 
curtailed supply of new merchandise where 
it will do the most good — to prospects who do 


not already have appliances of the same type. 


As the manufacturers of more than five 
million vacuum cleaners, we at Premier pledge 


you full cooperation in meeting this situation. 


Your continued success is of definite im- 
portance to us—and we shall spare no effort 
to contribute to that success, notwithstanding 
the heavy demands placed upon us by our 


share in the National Defense program. 


PREMIER 


DIVISION 
ELECTRIC VACUUM CLEANER COMPANY, Inc. 


1734 Ivanhoe Road 


« Cleveland, Ohio 
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TIME 
to build up your 
Telechron 
CLOCK STOCK 
for Christmas! 


| 
| 
| 
| 
| 
| 
| 
| 


2H07. 


retail. 


86.95. 


SECRETARY, Mode! 
No. Alarm. 
Brown plastic, 83.95. 
Ivory plastic, $4.50. 


f--------------- 


| 

| 

| All with the famous self-starting 

| VL Telechron motor, sealed in oil for 

| silence and long life. Warren Tele- 

VAT. OFF chron Co., Ashland, Massachusetts. 

| ELECTRIC CLOCKS All prices subject to change without 

notice 

| 

| 
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BUFFET, Model No. 
Kitchen clock. 
Plastic case. Choice, 6 
colors. Retail, 83.50. 


GOVERNOR, Mode! No. 
Attractive alarm. 
Light-brown wood case. 


REGISTRAR, Mode! 
No. 8HI7. 
calendar clock. 
wood. Retail. 89.95. 


Christmas may look a long way off 
but the world moves fast these 
days. 

Telechron clocks will move fast, 
too, when the selling season starts! 

Father Telechron figures this is 
bound to be the biggest Christmas 
your clock counter has ever seen. 

More people are making more 
money than they ever made before. 
Many are going to buy Telechron 
electric clocks for Christmas. 

We’re helping the cause along 
with handsome new models, spe- 
cial promotions, and a sprightly, 
stepped-up program of national 
advertising. 

Get the full story from your 
Telechron distributor. Better get a 
full stock, too. Then pile ’em up— 
and you'll pull ’em in! 


VASSAL, Model No. 
3H97. Rich brown wood 
case with metal feet. 
Retail, 85.95. 


REPORTER, Model No. 
THII7. Alarm. Brown 
plastic, $2.95. Ivory 
plastic, 83.50. 


Automatic 
Brown 


ventional use; partly opened, it has ? 
wings 7x15 in. for use across back 
of neck or shoulders. 3-tempera 
tures: 120 degs. low, 150 deg, 
medium, 180 degs. high; each sectic; 
has 2 thermostats ; waterproof, sealed 
in-rubber construction; cover oj 
specially treated washable material: 
60 watts, a.c. or dic.—Electrical Mer 
chandising, October, 1941. 


DOREX Odor Adsorber v 


Dorex Div. W. B. Connor Engineering Corp., 
114 E. 32nd St., N. Y. C. 


Device: Type “A” Odor Adsorber. re — 

Selling Features: Streamlined enameled * | 
metal case with chromium trim, 24 in. 
long 10 in, high, 10 in. wide; 40 watt 


motor; circulating fan; dust filter; 4 
carbon filled canisters; will rid 100 | 
cim of odors and gases; especially 
designed for homes, doctors offices, 
small shops. 

Price: $50.—Electrical Merchandising, 
October, 1941. 


SMITHWAY Water Heaters 
A. O. Smith Corp., Milwaukee, Wis. 


Models: PE 30, PE 50 and PE 80. 

Selling Features: Available with Per 
maglas, glass lining, and with Dura 
clad, zinc lining; 30, 50 and 80 ga 
capacities; dual thermostats for auto 
matic operation; dual panels for easy 
inspection of thermostatic equipment 
pyramid base with adjustable jacks 
to level heater on uneven floor ; Fiber 
glas insulation; built-in heat trap and 
hot water outlet; Neotone white 
enamel finish on both sides of oute: 
shell; dual heating elements; um 
brella-type difussor—Electrical Mer 
chandising, October, 1941. 


K-M Infra-Red Lamp 


Knapp-Monarch Co., St. Louis, Mo. 9 
Device: 2 new Infra-Red lamps. 
Selling Features: A 44 ft. stand model 
and a table model with flexible necks ; 
stand model has chrome and frosted 
brown finish; switch in base; highly 
polished bowl; Nichrome element; 
table model has same features as stand 
model. 

Prices: Stand model, $8.95; table, $4.95. 
—Electrical Merchandising, October, 


1941. 


KATOLIGHT Plant 


The Kato Engineering Co., 
53 Elm St., Mankato, Minn. 


Models: New series of lighting plants 
—models 14A, 600 watt; 26-A, 100 
watts; Z8A, 1500 watts and 30A, 200) 
watts. 

Selling Features: Self-excited, single 
phase type generators, 110 volts, ® 
cycle a.c., 1800 rpm; double sealed 
ball bearings ; bolted directly to engint 
crankcase, a source of d.c. may De 
drawn from d.c. terminals when plant 
isn’t carrying full a.c. load; Briggs & 
Stratton, 4-cycle, single cylinder, a'r 
cooled engines; specially designe? 
float-ieed type, adjustable carburetor 
adjustable, mechanical, fully enclosed 
running in oil governor; 1 gal. over 
head fuel tank; gasoline filter; pump 
and splash system lubrication. val! 
able with remote control or fully auto- 
matic control if desired. —Elec 
Merchandising, October, 1941. 


WESTINGHOUSE Pad 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Device: 3-in-1 warming pad with 3- 
temperature Adjust-o-matic control. 
Selling Features: Can be used in 3 dif- 
ferent ways with Zipper attachment 
—zipped together at ends, it is a 7x30 
in. pad for arm or leg use; zipped in 
middle it is a 14x15 in. unit for con- 
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shaded-pole motor to run the fan, 
each independent of the other does its ire 
job and gives more even heat, saves 
coal; iron hearth and retort extends 
into furnace replacing present grates; Rang n e 
air-tight hopper permits easy access 
to furnace door; reverse flight feed- 
screw; air damper regulated to con- 
trol flow of air; noiseless blower-fan ; 
diaphragm air pressure regulator au- 
, It has 2 tomatically controls amount of coal 
‘oss back fed into fire; blower-fan motor; Min- 
tempera neapolis-Honeywell controls. — Elec- 
4 degs trical Merchandising, October, 1941. a 
sectior 
f, sealed. 
over o v 
material: G-E Radios 
ical Mer. General Electric Co., Radio and Television ADVANCE Pumps 
Dept., Bridgeport, Conn. 
Models: New models include 6 radio- Advance Pump Co., Berkeley, Calif. 
phonograph combinations, 2 consoles Device: Hydro-ejector type deep-well 
and 7 table models. pump. 
Selling Features: LFC-1228, heading Selling Features: Hi-pressure; only 1 | 
group of radio-phonographs, equipped moving part—the bronze impeller 
with 12 tubes including rectifier ; 3 with stainless steel shaft; no wearing 
receiving bands for frequency modu- parts below ground; vertical, ball 
lation, standard broadcast and short- bearing type motor supported by rigid 
wave, 3 built-in Beamascope antennas cast iron bracket; alignment with 
each specially designed for 3 receiv- pump achieved by tongue and groove 
ing bands; phonograph has automatic fit; pressure switch starts and stops 
record changer to play series of motor according to predetermined low | 
twelve 10 in. or ten 12 in. records; and high pressure in tank and pro- | 
mechanism permits rejection of any tects motor from overload; galvan- | 
record after it has begun to play; ized tanks available in sizes from 12 35 ts i 
featherweight crystal pick-up and tone to 1000 gal. Other models also avail- 
arm. able for shallow. wells.—Electrical = 
18th century cabinet, mahogany Merchandising, October, 1941. 
veneers; roll-out drawer for phono- a . 
graph dual grille treatment; 10 in bd ° FAT CONTROL 
dynamic speaker with acoustical tone with M U ae | wad H 
chamber ; 6 feather touch tuning keys; 
paters deluxe visualux dial; separate treble 
4 and bass tone selectors; automatic 
us tone compensation to provide true 
PE 80. reproduction at low and high volume; 
with Per 12 watts—Electrical Merc handising, ’ 
ith Dura] October, 1941. | T bd 
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Range figures for '41 indicate 
that the switch is to switches. 
And UNIVERSAL dealers 


everywhere agree that the 


RED JACKET Pump Jack 
Red Jacket Mfg. Co., 


” 


Davenport, lowa 
Device: “Self-oiling” pump jack. 
Selling Features: Gears not only run in 


WESTINGHOUSE Fan 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


evice: 3-speed, 8 in. fan for railroad 
cars. 

‘lling Features: Large area rubber 
blades finished in aluminum lacquer ; 
operates on dc. at 32 volts, 15 watts, 
5 amperes; clamping of fan in any 
direction possible with special ball- 
swivel clamp; totally enclosed, 2-pole 
stator with insulated windings ; speeds 


oil bath, troughs, cast in housings and 
on rocker-arm, carry oil in constant 
flow to each rocker arm bearing; 
straight vertical lift—side arms are 
always vertical with pump rod, mov- 
ing up and down, all side thrust or 
side pressure has been eliminated; 
removable dust proof cover fits tightly 
on enclosed case; hinged motor base 
adjustable for belt tension; mounts 
all types motors of 4, 4, 4, 2 and 1 
h.p. sizes; self-aligning “V” belt 
drive; single pully can be used for 
gas or electric service long pinion 


switch to bigger sales is the 
Mult-I-Heat Control. Only 
UNIVERSAL offers this and 
all the other features that in- 
sure the dependable accuracy 
of “Precision Cooking.” 


National Promotion 


of 1800, 1450 and 1150 rpm. giv shaft bearing ; adjustable stroke adapt- T j e d j Nl W j th th e 
nt 345, 280 and 220 cfm, air = Sta Fea tu res M Kit B 
maging gears completely | MULT-L-HEAT CONTROLS with odern bureau 


ting plants 
26-A, 


30.A, 2000 1941. MAGIC EYE OVEN CONTROLS 
$K SELECT-A-TROL 
SUPERHEAT UNiTs 
may 
SERV-A-DRAWER 
riggs + Maton “CHMAENGER™ 
linder, 
designed 
-arburetor KOL-MASTER Stoker 
os od 
y Kol-Master ‘Corp., Oregon, Ill. 
Iter; pump Challenger 2-motor stoker. 
on. -\vall Belling Features: Uses a motor sufh- 
fully aut ciently powerful to feed coal into fire; New Britain, Conn. 
and a second, much smaller, fan type, 
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1000 


tached to any type windmill pump.— 
Electrical Merchandising, October, 


SIGNALITE INDICATORS 
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As the pattern of the Nation’s industrial re-organization 
becomes clear and takes definite form, it would seem to 
be now both practical and proper that I should outline 
to you the prospects for the future, as we see them here 
at Norge. 


In the coming period of shortages of goods for civilian 
use, the wise dealer must be sound in his thinking and 
prudent in his practices. Here are some thoughts that 
will help. 


You can expect fairer competition through the elimina- 
tion of excessive trade-in allowances. You will take fewer 
credit risks and have fewer repossessions. 


You can figure your full, legitimate profit on every sale. 
And, if you are handling the complete Norge line you 
can reasonably expect to get a generous share of all 
available sales because you will be handling five necessary 
household appliances instead of just one or two, plus the 
Norge commercial line. 


Knowing the limitations of production and supply, you 
will be able to plan your activities more definitely and 
arrange for diversification into other products which will 
add to your revenues and profits. 


You will have opportunities to sell more service at more 
profitable rates and you will not overlook the fact that a 


NORGE DIVISION BORG-WARNER CORPORATION 


ROLLATOR 
REFRIGERATION 


COMMERCIAL 
REFRIGERATION 


RO-TA-TOR 
W ASHERS 


SPIRO-SPEED 
GAS RANGES 


F 
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good service department is an excellent source of prospects 
for sales of new products, now and later. 


For our part, we will continue making all Norge home 
appliances in quantities proportionate to the materials 
allotted to us. We will get our fair share of all available 
materials and so will Norge dealers, in the form of 
Rollator Refrigerators, Ro-Ta-Tor Washers, Spiro-Speed 
Gas Ranges, Electric Ranges, Home Heaters, and the 
line of Commercial Refrigerators, Water 
Coolers and Beverage Coolers. 


We will continue to advertise our products to the public 
so that buyers may know their advantages and so that 
the name Norge will continue to be well and favorably 
known in the American home. 


We will continue to develop and improve our products 
to the end that they will be more and more valuable to 
the users and therefore more desirable to the dealer. 


In all our activities, we will keep clearly in mind that 
the interests and welfare of our distributors and dealers 
are inseparable from our own and we will spare no effort 
to prove to you that Norge is “something solid to tie to” 
—now, and later. 


This is my promise to every Norge dealer. I will welcome 
your personal comments and I cordially invite your 
suggestions. 


, 670 E. WOODBRIDGE STREET, DETROIT, MICH. 


ELECTRIC OIL-BURNING 
RANGES HOME HEATERS 
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PEOPLE + PRODUCTS - PLANS 


flectrical Merchandising Review of the Month 


October, 1941 


GOVERNMENT ORDERS 43.2 PER CENT CUT 
IN REFRIGERATOR PRODUCTION 


Limitations on Home Laundry 


WASHINGTON, D. C.—A limitation 
‘der for the domestic mechanical refrig- 
ator industry reducing production for 
e five months from August 1 through 
ecember 31, 1941 by 43.2% below aver- 
ze monthly factory sales in the 12 
sonths ended June 30, 1941, was issued 
Sept. 30 by Donald M. Nelson, Director 
Priorities. 
The order is based on recommendations 
the Division of Civilian Supply looking 
an output of 2,007,000 units (electric 
«nd gas) in the 12 months beginning Au- 
ust 1, 1941 as against 3,670,000 units 
roduced in the 12 months ended June 30, 
1941 


This anticipated 12-month program rep- 
sents a decline of 45.5% from output 
the 12 months ended June 30, 1941, and 


% from output in the 12 months ended 


ine 30, 1940. However, it is higher than 
itput in most other years since 1929. 
The estimated demand for refrigerators 


» replace those wearing out during the 


ming year is 700,000 units. Anticipated 
roduction will cover this by a wide mar- 

un and still leave a substantial number 
refrigerators for new installations. 


To Save 175,000 Tons of Steel 


The program is designed to reduce con- 
imption of steel in the manufacture of 
frigerators by 175,000 tons a year, to 
fect substantial savings in consumption 
i other scarce materials, to help relieve 
he pressure on material supplies from 
msumers’ durable goods industries, and 


» release facilities for defense work. 


The domestic mechanical refrigerator 
dustry consumes a substantial amount 
' aluminum, brass, chromium, copper, 


uckel, iron, tin, zinc, mica, neoprene, and 
tubber, 


in addition to steel. 

The industry is made up of 30 plants 
xated in 19 communities and employing 
out 45,000 workers. A small amount 
i defense work is already being done in 
industry plants. 

The Labor and Contracts Distribution 
the Office of Production 
anagement are now working on plans to 


relieve labor dislocation which may result 
‘tom the reduced production. These plans 


nlude: (1) expansion of training pro- 


trams to fit displaced labor for defense 


vork; (2) shifting of workers already 
necessary skills to defense 
‘ork; and (3) the securing of additional 
elense contracts in areas where refriger- 
itor plant operations are reduced. 
Similar limitation programs relating to 
ther consumers’ durable goods industries 


‘re heing prepared by the Division of Civ- 
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| cember, 


Equipment Expected Soon 


ilian Supply. Extent of the curtailment 
in each industry will be determined by 
considerations of possible materials sav- 
ings, burdens on consumers, and extent 
to which labor and industrial equipment 
will be made idle. 

The refrigerator program has _ been 
worked out in detail for only the five 
month period from August through De- 
1941, since it is problematical 


| what conditions will be in the succeeding 


seven months. 
Average Monthly Quotas 


Under the program average monthly 
quotas for the industry will total 175,519 
units (electric and gas) for the five 
months August to December, 1941, inclu- 
sive. This will be a decline of 43.2 per 
cent under average monthly factory sales 
of 309,234 units in the 12 months ended 


June 30, 1941. Cuts in the 7 months from 
January through July, 1942, below aver- 
age factory sales last year, will probably 
be greater than the 43.2 per cent cut for 
the current five months. 

The program is designed to level out 
monthly production to a large extent over 
the 12 months ending July 31, 1942. Op- 
erations of the industry during the 12 
months ended June 30, 1941, showed a 
strong upward trend with monthly output 
toward the end of that period running 
more than double output at the beginning. 

Output in the five months from August 
through December, 1941, therefore, will 
be only about 2 per cent under average 
output in like months of 1940. It will, 
however, be considerably under output in 
recent months. Likewise, it is anticipated 
that output in the seven months ending 
July 31, 1942, will be considerably under 
output in the like months of 1941. 


H41CG, GR 63 GOVT NT.) EXTRA 


WASAINGTON OCT 


ELECTRICAL MENCHAND IZING 


2 1941 


Ne 330 WEST 42 ST NYK 
WE REQUEST THAT THERE BE NO PYRAMIDING OF THE FEDERAL MANUFACTURERS 


EXCISE TAX, THE INCREASED PRICES PAIL BY CONSUMERS AS RESULT OF NEW 
LEVIES SHOULD 1 NO CASE REFLECT MORE THAN ACTUAL DOLLAR AMOUNT OF 
TOTAL EXCISE TAX. THIS POLICY SHOULD APPLY WHERE EXCISE TAAES ARE 


CONTINUED AND INCREASED AS 
“OR THE FIRST TIME 
LEON HENDERSON 


VELL AS WHERE 


TAXES ARE NOW SE ING LEVIED 


ADMINISTRATOR OFFICE OF PRICE ALY INIS TRATION 


12554 OCT 3. 


Leon Henderson of the Office of Price Administration gives Electrical Merchan- 
dising the first ruling on new excise taxes. 


1941 


Size of companies in the industry va- 
ries widely. It is believed that the larger 
companies are better able to withstand a 
reduction in output than are the smaller 
companies. Therefore, the extent of the 
reductions in output is graduated as be- 
tween companies with three different clas- 
sifications being established according to 
size. These classifications and the per- 
centage reductions to be applied to each 
group in the current five months are as 
follows : 


Average reduc- 
tion in current 
5 months below 


Monthly average average month- 


sales 12 months ly sales in 12 

ended June 30, months ended 

1941 June 30, 1941 
ClassA 16,000unitsup 45%, 
ClassB 5,000 to 16,000 units 37%, 
ClassC Oto 5,000units 29%, 


In order to avoid possible inequities, 
provision is also made that a Class A 
manufacturer may produce not more than 
50,400 units during the five-month pe- 
riod, or adopt the 45 per cent curtailment, 
whichever will give him the greater out- 
put. Likewise Class B manufacturers 
may choose between the 37 per cent re- 
duction or a ceiling of 17,750 units during 
the period, whichever is greater. 

It is expected that beginning in Janu- 
ary the cuts under average monthly sales 
in the 12 months ended June 30, 1941 will 
be as follows: Class A, 50%; Class B, 
40% ; and Class C, 30%. 


Industry Meeting Held 


In preparing the program the Civilian 
Supply Division first held an industry 
wide meeting to provide manufacturers 
an opportunity to discuss their problems 
and to indicate to them that material 
shortages would force a reduction in out- 
put. A tentative curtailment program was 
then drafted and discussed with a panel 
of representative refrigerator manufactur- 
ers. his tentative program was subse- 
quently modified in light of the criticisms 
received. Thereafter, the program was 
discussed with representatives of a num- 
ber of labor unions concerned. Both 
management and labor representatives 
were told that the program would merely 
establish production maximums. Further- 
more, they were told there is no guaran- 
tee that there will be sufficient materials 
available to reach these maximums. 
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*® Power lines from Boulder Dam to the little village of Bunkerville, Nevada . . . for months the Hes 
townspeople had been preparing, getting their homes wired. One night Lem Leavitt tried his of E 


lights. Glory be! They went on! He jumped on his old gray mare and galloped through Gate 


the streets calling at the top of his voice, “The power’s on! The power’s on!"’ 


° Excerpt from Harper's Magazine, May 
‘41 issue; article titled,The Water's In.” 
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R. B. Evans, vice president in charge of 
the Evanair Division, Evans Products Co., 
Detroit, Mich. 


BIG EARLY-SEASON 
BUSINESS ON 
SPACE HEATERS 


DETROIT—“Continued full capacity 
production of 1941 Evanoil space heat- 
ers.” That is the declared policy of 
Evans Products Company as expressed 
by R. B. Evans, vice president in charge 
of the Evanair Division of that company, 
who states that this division is experienc- 
ing the largest volume of early-season 
business in its history. 

“Orders for space heaters this 
have trebled in size and have been 
ceived much earlier than usual,” declared 
Mr. Evans. “We are inclined to look 
upon the tremendous increase in business 
as an indication that the forced air space 
eater has become one of the dealer's 
most important and profitable major ap- 
pliances. We realize, of course,” con- 
tinued Mr. Evans, “that this year’s early 
buying of heaters was caused to a large 
extent by the national defense program. 

“And mention of our national defense 
effort brings to the foreground a situa- 
tion which must be faced by manu- 
factures, dealers and consumers alike. It 
is a situation in which business as a 
whole has been given a terrific stimulus 
by the defense program but because of 
that program has had to perform miracles 
to fill all orders. This of course is pri- 
marily the result of difficulties in ob- 
taining materials, etc. 

“To do this we have completely re- 
aligned our various units of production 
so that now we are producing consumer 
goods and defense materials under the 
same roof and in ever-increasing quan- 
tities. We are producing our present line 
of Evanoil space heaters at a greater 
speed than ever before, even though our 
1941 series is the largest and most com- 
plete we have ever offered to the trade.” 


year 
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LOS ANGELES BUREAU RESTORES 


PROMOTIONAL ACTIVITIES 


Increases Wiring Allowances and Resumes Advertising 


LOS ANGELES—After several months’ 
operation under the severely restricted 
policies adopted in October 1940, at the 
instance of the Los Angeles Board of 
Water and Power Commissioners, the 
Los Angeles Bureau of Power and Light 
has now settled into a promotional pro- 
gram which contains in a modified way 
many of the features of its former activi- 
ties. 

A recent bulletin to the trade by 
Charles C. Snyder, business agent, an- 
nounces the increase of wiring allowances 
on ranges and water heaters to go into 
effect on July 1. The new policy provides 
for a “reimbursement agreement certifi- 
cate” to be issued to the owner or occu- 
pant of a single family dwelling, the 
builder of an apartment house, multiple- 
family dwelling or court group, to the 
seller of an electric range or water 
heater, or to a school which agrees to 
install wiring necessary for the use of 
one or more of these appliances. The 
allowance is $35 for the first approved 
electric range or water heater installed 
for use and $10 for each additional such 
appliance, plus $5 for making plumbing 
connections for an approvd electric water 
heater when installed to replace a water 
heater of another type. 

To approved and eligible for this 
allowance the equipment must conform to 
the Bureau's specifications. Service re- 
quirements must in no case be less than 
for 70 amp. The requirements also call 
for stubbing from the service panel or 
distribution center to an accessible point 
below the first floor for possible future 
connection of a water heater or range 
as the case may be. Meters must be 
located on an outside wall and provision 
made for a water heater submeter. Range 
circuits are required to be 3-wire 120 
to 240-volt and the water heating wiring 
for an approved 2-element type 240-volt 
heater. 


Advertising Resumed 


Other promotional activities have also 
to some extent been restored. Advertis- 
ing in the form of a general promotion 
of cooking and water heating as an aid 
to dealer selling these appliances has of 
late been somewhat increased. The home 
economics staff, although reduced from 
its former size, continues to demonstrate 
operation of a newly purchased range to 
the owner and conducts cooking schools 
and lectures for groups of women and 
in cooperation with dealer activities. 

The sales force has been considerably 


| reduced in numbers from that employed 


| confines 


before the changeover and So far as it 
applies to the major domestic appliances, 
its activities to the new home 


| market through the adequate wiring ap- 


proach and to interviews with prospec- 
tive home owners and builders. Because 
of defense housing projects and general 
building activity in Los Angeles at the 
present time, this field is now an active 
one. 


Loose-Leaf Manual 


The Bureau now has three types of 
contact with a prospective home owner 
and builder. The first of these is through 
the Bureau salesman, who makes effec- 
tive use of a loose leaf manual which is 
loaned to the prospect by the field man 
at the time he makes his first call. He 
has no specific merchandise to sell and 
so is enabled to discuss in a friendly way 
the outlook for the possible purchase of 
an electric range or water heater. If he 
finds the family interested, he leaves his 
manual for a week, calling back later 
to answer questions. The prospect usually 
has read the book with care and is 
ready with inquiries, which the sales- 
man answers patiently and thoroughly, 
recommending purchase of the equipment 
from any responsible dealer. A some- 
what similar manual is used for building 
contractors and speculative builders. 

The advantage of the looseleaf form 
is that the book may be modified to 
meet the particular interests of the cus- 
tomer. In general, it contains pages il- 
lustrating meter set-ups, a discussion of 
the advantages of built-in socket meter- 
ing; range sizes with maximum di- 
mensions so that the space may be pro- 
vided in building; operating costs based 
on rates both within and outside Los 
Angeles; pages containing instruction 
and benefit features of electric ranges; 
a table of refrigerator sizes; data on tem- 
porary service during construction; 
pages on water heater sizes, both of 
round and square types, with data on the 
volume of water requirements for families 
of different sizes and the dimensions of 
the water heater needed; comparative 
costs of electric and gas water heating 
under Los Angeles rates; a page con- 
taining the wiring policy with suggested 
electrical specifications, a copy of a book- 
let entitled “Your Home”, pictures of 
the illuminated board which will be pro- 
vided builders during construction of the 
home, advertising it as an adequately 
wired electric home; pictures showing 
how meters should appear in a concealed 
job; modern kitchen pictures and planning 
service, with suggestions for corner cup- 
boards allowing space for the electric 
mixer and other small appliances; ade- 
quate wiring information; pages on air 
heating, on outdoor lighting for sports 
areas; sometimes a copy of the booklet 
“Seeing” and data on illumination, plus 
other material of an appropriate nature 


which may seem appropriate to the par- 
ticular case. 

The prospective home owner or builder 
is glad to have this opportunity to secure 
the power company representative’s own 
reference book on these subjects—and, 
having studied the data and asked ques- 
tions, cannot help but be influenced. 


Other Services 


The other contacts on the part of the 
Bureau consist of the visit by an inspec- 
tor from the operating department to see 
that the range is operating properly and 
that service requirements are met and 
thirdly, upon request, a visit from a home 
economist who demonstrates the use of 
the new equipment. Sales contact with 
the customer for the direct sale of the 
appliances in question is left to the dealer. 
He is assisted in his work by the Bureau’s 
advertising, by the previous calls enumer- 
ated above of the Bureau’s salesman and 
by other sales assistance provided through 
contacts between the domestic sales super- 
visors and specialists and the dealers’ 
organization. 


Join NAWB's Executive Committee 
NEW YORK—The National Adequate 
Wiring Bureau has announced the ap- 
pointment of three new members to the 
Executive Committee. They are H. E. 


Dexter, vice president, Central Hudson 
Gas & Electric Corp.; W. E. Parrott, 
general commercial manager, Ebasco 
Services, Inc., representing utilities, and 
= Prange, General Electric Supply 
Corp., representing wholesalers. 


Mr. Parrott is taking the place of R. 
H. Fite, Jr., and Mr. Prange that of 
John L. Busey. 


Radio Men 


At a dual showing of Wilcox-Gay and 
Farnsworth radios at the Washington 
Refrigerator Co., Washington, D. C., 
these three ran the show: Cliff Maliett, 
Farnsworth; M. L. Krewer, Washington 
Refrigeration Co.; and D. E. McGaw, 
assistant sales manager, Wilcox-Gay. 


iu 


Judson C. Burns Does Things Up Brown at Atlantic City 


BuRNs 


an 5 
ts 


Every year the Judson C. Burns organization in Philadelphia, G-E distributors 
hold an annual outing at Atlantic City as a reward for those reaching or exceed- 
ing quota on major appliances. Above are 350 dealers, salesmen and members 
of the office force on their 13th junket. The sales contest this year lasted six 
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weeks, from June 23 to August 2 and resulted in the sale of approximately 

$800,000 worth of appliances at retail. Prizes totalling $500 were distributed to 

the winning salesmen in the contest and everybody got tickets to all the leading 
attractions for which the resort city is famous. 
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In selling this tremendous market, 
Youngstown Pressed Steel dealers 
have these vital advantages— 


High quality units with mass 
production economy. 


Cabinets factory finished and 
ready for installation — no 
painting. 


Distributor service from coast 
to coast. 


YPS Min-A-Kitchen Method 
of Planning. 


Low retail cost — high dealer 
profit. 


33-1/3% of Youngstown Pressed Steel’s 
production of Cabinet Sinks and Wall 
and Base Cabinets is being used in the 
government’s huge defense program. 


YPS) 


YOUNGSTOWN PRESSED STEEL DIVISION, Dept. EM-1041 
Mullins Manufacturing Corporation, Warren, Ohio. 


Please send me complete information on the YPS plan for my territory. 


Name 


Address 


City 


State 
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New Positions of the Month 
¢ 


McCall Corporation 
Arthur P. Hirose 


has been 


| director of promotion of the McCall 
Corporation, publishers of “McCall's”, 
“Redbook” and “Blue Book” and other 


magazines, succeeding Don Parsons, 
Federal Advertising Agency, Inc. Hi- 
rose has been director of Market Research 
for the McCall organization and 


duties. 


ARTHUR P. HIROSE 


Prior to joining the McCall Corpora- 
tion, Hirose was manager of the Sales 
Promotion and Market Analysis Depart- 
ments of ELecrRICAL MERCHANDISING 
and other McGraw-Hill publications. Be- 
fore that he was one of the original mem- 
bers of the editorial staff of ELectricaL 
MERCHANDISING. 

Hirose is past president of the Market 
Research Council, a charter member and 
former officer of the American Market- 
ing Association and a member of the 
National Association of Publicity Direct- 
ors and the Electrical & Gas Association 
of New York. This year a study of the 
household appliance market produced by 
the McCall Research Department, under 
Hirose’s direction, received the Research 
Medal in the Annual Advertising 
Awards. 


Fedders Manufacturing Co. 


Fedders Manufacturing Company, Inc., 
Buffalo, N. Y., announces the appoint- 
ment of Clarence E. Scott as sales man- 
ager of its Air Conditioning Division. 

This appointment places Mr. Scott in 
charge of sales of Fedders unit heaters, 
heating and cooling coils, air condition- 
ing units and other associated products. 


CLARENCE E. SCOTT 


Mr. Scott now takes the sales position 
formerly held by Edmund R. Walker who 
has been promoted to Assistant General 
Manager of Fedders Manufacturing Com- 
pany, Inc 


OCTOBER, 


appointed 


who 
has resigned to become vice president of 


will 
retain that position in addition to his new 


Hazeltine Service Corp. 


The appointrhent of Fielding Robinso, 
to the Special Developments Department 
of Hazeltine Service Corporation was 
announced today. The corporatioy 
maintains extensive communication lab- 
oratories in New York, Chicago. an 
Little Neck, N. Y., and has been cooper 
ating closely with government agencies on 
the National Defense program. 

Mr. Robinson has for the past 9 years 


FIELDING ROBINSON 


been ‘manager of the Crosley Distributing 
Corporation of New York, and prior 1 
that time was connected with R.C.A 


Viking Air Conditioning Corp. 


To make possible more frequent per 
sonal contacts between Viking factory 
and field representatives, Frank P. Gib- 
bons has been appointed assistant sales 
manager of the company, according to 
an announcement by A. W. Lehman, ad- 
vertising manager. His advancement, Mr 
Lehman said, will enable W. E. Van 
Horne, vice-president in charge of sales, 
to devote more time to his executive 
duties. 

Mr. Lehman also announced that the 
fire which destroyed the Viking factory 
at 9500 Richmond Ave., Cleveland, in 
June, had only slowed up production tem 
porarily. On August 1, the company went 
into new quarters at 5600 Walworth Ave 


Stedman Joins Holden Firm 


DETROIT—Gerald E. Stedman, known 
widely in the appliance industries for his 
talents in sales research, market planning. 
sales training and public relations, having 
affliated with Parker Holden, prominent 


GERALD E. STEDMAN 


Detroit agency head, on July Ist, has ow 
been made vice president of Holden, S:ed- 
man & Moore, Inc., necessitating a wr ige 
in corporation name from Holden, Gra- 
ham & Clark. 
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York Ice Machinery Corporation 


Edgar F. Heckert has been appointed 
gecial assistant to the general works 
anager of the York Ice Machinery Cor- 
wration, advancing from his previous 
ysition as manager of the Service De- 
ytment of the company. 

His new assignment will include studies 

the manufacturing division, designed 
increase efficiency and production out- 
i, in view of the increasing load placed 
yon the company by the defense pro- 
gram 


Easy 


Consolidation of Easy Washing Ma- 
ine Corporation's New England terri- 
wry with that of metropolitan New York 
sas announced recently by W. Homer 
Reeve, sales manager of the Syracuse, 
\. Y., firm. 


G. J. FITZGERALD 


Heading up this revamped territory will 

e G. J. Fitzgerald, who has been asso- 
iated with the Easy company in vari- 
us sales capacities since 1927. 

Prior to this territorial change, Mr. 
Fitzgerald has been the divisional man- 
ager of the New England territory. Now, 
n addition to this territory, he assumes 
managership of the five New York City 
wroughs, as well as Putnam County, 


New Manufacturers’ Representative 
In San Francisco 


SAN FRANCISCO—Of particular in- 
terest to distributors and dealers in north- 
m California and western Nevada is 
the announcement of the formation of a 
new company to be known as Nickerson 
& Rudat with headquarters at San 
Francisco. 

Mr. Nickerson was formerly with the 
Burgess Battery Company of Freeport, 
Illinois, serving four of his fourteen 
years of association with the company 
is Distributor Sales Manager. 

Mr. Dan J. Rudat of San Bruno, 
alifornia, northern California District 
Representative for Burgess for the past 
our years is a member of the new 
agency. 

The company announces they have 
taken offices with the San Francisco 
Warehouse Company, 383 Brannan 
Street, San Francisco. 


New G-E Distributor 


The Goodyear Tire and Rubber Co., 
Inc, with warehouses at Akron, Boston, 
Chicago, Dallas, Denver, Kansas City, 
Los Angeles, Portland, Port Newark, 
N. J., and Gadsden, Ala., has been ap- 
minted a distributor for General Elec- 
‘tic heating devices and clocks. 

lhe Myer-Bridges Co., Louisville, Ky., 
has been appointed a distributor for 
electric clocks. 


A good heating device is better 
when it is Chromel equipped. Thus 
the heating device maker, the 
dealer, and the power company, 
alike, use or specify Chromel for 
the heating elements. Chromel is 


“nice” to use; it’s clean and bright; 
it’s well spooled; its temper is 
right. And—Chromel’s durability is 
extremely high. For technical data 
ask for Catalog “‘L”. . . Please re- 
member Defense needs come first. 


HOSKINS MANUFACTURING COMPANY 
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Western 


EWS FLASHES 


New Openings 


A new store for Reno, Nevada, is the 
Heating and Air Conditioning Supply, 
Inc., which has recently been opened by 
Clyde Mast and Jack Parsons. The firm 
will handle a complete line of General 
Electric Appliances. 

* * 


Following a fire which completely de- 
stroyed the store of Bucks Electric of 
Durham, California, in April of this 
year, Mr. and Mrs. G. W. “Buck” Sit- 
ton carried on by opening business in a 
vacant warehouse until a new building 
could be completed. The “bigger and 
better” new store opened Aug. 2nd. 


* * * 


Leo J. Meyberg Company has recently 
expanded its Los Angeles office, adding 
a second building to double the space 
available for warehousing and display. 
Ground was broken for the new structure 
in June. 

* * * 

The Schoss-Read Company of Ogden, 
Utah, has this year added a new Metal 
Kitchen department, featuring all-electric 
kitchens. This firm recently announced 
arrival of its fourth carload of Hotpoint 
refrigerators this year and also the only 
full carload of electric ranges ever 
shipped into Ogden. Fred Schoss also 
buys Maytag washers in carload lots. 


* * * 


From Twin Falls, Idaho, comes word 
that the Soden Electric Company has 
moved to new quarters. The extensive 
sales space of the new store is finished 
in blue and ivory, enhanced by modern 
lighting. 

« 

Starting October first, the Weiser 
office of the Idaho Power Company will 
occupy new quarters in a recently con 
structed brick building. An adequate dis 
play room is well lighted and air condi 
tioned. 


A. A. Gillespie of Tooele, Utah, re 
cently opened the Gillespie Electric Com. 
pany which will handle a full line of Gen. 
eral Electric appliances. The © store 
started on a part time basis, but is soon 
to be opened for the full day. 


* * * 


Slauson’s Radio and Appliance Stor 
of Butte, Montana, moved in August int 
a new building of its own, featuring th: 
event with a “Grand Opening” during 
which visitors were invited to inspect the 


| store. The new quarters are provided 


with a drive-in service and parking space 


| The building is finished in varicolored 


brick and is insulated against extremes 
of heat and cold. A fluorescent lighting 
system has been provided throughout 
In addition to a full line of G.E. appli- 
ances, the store features its service de- 
partment, equipped to handle all types « 
radio and electrical equipment. Roses 
were presented to the first 200 ladies 
attending the opening. 


* * * 


The Sunset Electric Company of Seat 
tle, Washington, distributors of automo- 
tive parts and electric appliances, has 
recently opened a branch in “automotive 
row” to handle this end of their business 
The main office continues at 300 West 
lake, N. 


* * 


A new L-shaped model kitchen was 
recently opened at the main office of th 
Los Angeles Bureau of Power and Light 
An interesting feature of the room, at 
one which brings forth admiring con 
ment from visitors is the gay print wall 
paper in scenic design which lines t 
wall, a decorative item made possible by 
the cleanliness of the electric range. 17 
display also includes a service pore 
with electric water heater, washer ar 
electric ironer. The set-up was built i 
the Department shops and installed unde 


| the supervision of Ralph Dickey, of th 


Business Agent's department. 


A Birthday Party for H. A. Bumby 


Executives of the four manufacturing concerns with which H. A. Bumby, Ripon, 
Wisconsin, is associated were his guests recently at a birthday party at 
Mr. Bumby's estate at Jefferson, Wisconsin. The concerns represented included 
the Barlow & Seelig Mfg. Co., Advertisers Mfg. Co., and Ripon Foods, Inc.. 
all of Ripon, Wisconsin, and the American Ironing Machine Co. of Algonquin, 
Illinois. Mr. Bumby is vice president of the Advertisers Mfg. Co. and president 
of the other three concerns. Problems of production curtailment and priorities 
were forgotten for an afternoon and evening while the executives enjoyed golf, 
swimming, horseshoe pitching, and other outdoor activities. The men presented 
their “boss” with a handsome watch as a birthday remembrance. 
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he Salt Lake Lions’ 


A refrigerated Deepfreeze motor truck for the delivery of frozen food products 
is announced by the Henney Motor Company of Freeport, Illinois. It is expected 
to fill a demand of frozen food wholesalers for a swift, safe method for deliver- 


ing their products to consumers. 


A battery of four Deepfreeze cylinders is 


contained in each of two sections and power for maintaining sub-zero tempera- 


tures is furnished by a small gasoline compressor. 


Two sizes are available, one 


with 77 cubic feet of payload space, on a cab-over-engine chassis, and a 36 
cubic foot capacity model on a conventional short wheelbase chassis. 


New Responsibilities 


J. Vernon Sharp, manager of the 
Sharp Electric Company of Salt Lake 
ity, recently was elected president of 
Club. He is an ex- 
resident of the Electrical League of 
tah, which he headed in 1939. 


* 
Harley Ferris of the Washington 
‘ater Power Company has been ap- 


inted chairman of the home decorating 
1 Christmas lighting committee of the 
wiston Junior Chamber of Commerce. 


* * * 


New president of the 1.1% Furniture 
alers of Oregon is K. Mendenhall 
the Hawthorne hin Bo and Hard- 
re Company. 


* * 


S. P. McFadden, vice-president of the 
get Sound Power and Light Company, 

elected president of the Northwest 
ectric Light and Power Association 
is annual meeting in Portland, suc- 
ling C. J. Strike, president of the 
iho Power Company. J. A. Hale, vice- 
sident of the Utah Power and Light 
mpany, becomes vice-president. Vice- 
sidents for the states include: Idaho, 
S. Overstreet of the Idaho Power 
mpany; Montana, M. E. Buck, The 
mtana Power Company; Oregon, Jas. 
Polhemus of the Portland General 
ectric Co.; Utah, W. A. Huckins, 
tah Power & Light Co.; Washington, 
B. Leonard, Pacific Power & Light 
.; British Columbia, W. C. Mainwar- 
g, B. C. Electric Railway Co. D. J. 
lcCGonigle, general sales manager of 
1 Montana Power Company, heads the 
siness development section. 


* * 


Hance H. Cleland, former president of 
California-Oregon Power Company, 
eeeds Wm. F. Raber as president of 
San Diego Consolidated Company. 
Raber is retiring after 50 vears of 
Sreuished service to the electrical in- 


istry in Colorado and Southern’ Cali- 
mia, 

x * * 
Recently elected chairman of the radio 


d appliance buyers board of the West- 
n Merchandise Mart, San Francisco, 
‘ Julian Carash, manager of the radio 
aid appliance department of Hink’s, 
étkeley. On the board’s executive com- 


mittee for the present term have been 
‘pointed: John Gregory, John Breuner 
ompany, Oakland; G. M. Farwell, 


‘erling Furniture Company, San Fran- 
sco; W. J. Lee, Sherman Clay & Co., 
San Francisco ; and John Lindmayer, 
‘the Emporium, San Francisco. 
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sold 1,034 of these 


R. C. McFadden, sales manager of the 
Southern California Edison Company, 
has been appointed regional vice-chair- 
man of the Better Light Better Sight 
Bureau, directing activities in California 
and Arizona. 


New Promotions 


Not content with selling more than 
3,000 electric ranges last year, the elec- 
trical dealers of Montana and the Mon- 
tana Power Company have added to that 
record by putting 2,077 electric ranges on 
Montana lines in the period from March 
17th to July 31st of this year. Dealers 
ranges. This is only 
part of the picture, for the cookery cam- 
paign also included the sale of 215 roast- 
ers, 1,443 hot plates and 284 water 
heaters. This is an inc rease of 123 water 
heaters over last year’s record during the 
equivalent period. Over 17 makes of 
ranges were included in the sales. It is 
figured that as many as 1,000 additional 


electric ranges may be sold in this ter- 
ritory before the year is out. 
* 
Calling on 88,000 customers in 8&8 


reduced rate 
Montana 


days to explain 
of the 


working 
schedules, 


Power Company uncovered many pros- 
pect leads which were turned over to 
dealers for follow-up. Dealers also re- 


port many inquiries from customers sud- 
denly made appliance conscious by the 
opportunity for service at lower operat- 
ing cost. 


* 
Operating in a community in which 
| the Montana Power Company has 728 


residence customers, the Roysden Fur- 
niture Company of Laurel, Montana, sold 
78 of them electric refrigerators up to 
July 25th this year. In addition it sold 
26 refrigerators on REA lines near 
Laurel. 

* * * 

Following a September activity in 
washers and ironers, the Bureau of 
Radio and Electrical Appliances of San 
Diego, Calif., is planning a- radio pro- 
motion for October. Radio logs will be 
advertised and given away by dealers. 
The Christmas Electric Show is sched- 
uled this year for Nov. 25-30th. 


* * * 


September was water heater and radio 
month on the system of the Pacific Power 
and Light Company, of Yakima, Wash., 
giving way in October to an emphasis 
on lighting, both domestic and com- 
mercial. 
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“AIR EXPRESS SUPER-SPEED EASES PRESSURE 
ON BOTH DEFENSE AND DEALER ‘FRONTS’!”’... 


.-says L. E. Moffat, Editor of Electrical Merchandising 


Both manufacturers and dealers need 
Air Express super-speed more than 
ever. You save hours, often days in send- 
ing or getting sample or display models, 
service parts, vital equipment for the 
plant — anything a plane can carry! 
What's more, every shipment gets spe- 


cial handling all the way. 


Sky-liners winging at 3 miles a minute 
370 key 


Air-rail service to 23,000 off-air- 


connect more than cities di- 
rectly. 
line points. Special pick-up and special delivery at no extra charge 


within our regular vehicle limits in all cities and principal towns. 

Regular International Air Express service to and from Canada, Latin 
America, Alaska, Hawaii, Bermuda, Lisbon, Portugal, Australasia, the 
Philippines and Far East. Just phone Ramway Express, Aim Express 
Division. 


‘FASTEST WAY’ MEANS AIR EXPRESS 


RAILWAY EXPRESS 


Division of 
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“Join the army” 


vertises the 
Power and 


ranges. Attached to the summer issue of 
the little consumer publication which the 
Bureau sends to customers was a coupon 
which customers were urged to clip and 
obtain further particulars | sales training course for dealer, 
about new ranges and terms. Tips ob-|or power company employees | 
tained in this way are passed over to 


send in to 


Lig 


* * * 


dealers, as the Bureau does no merchan-| under sponsorship of 


dising. 


The promotion on evaporative coolers 
has been carried on into September in| hi 
the Southern California | im Utah. The cost this 
borne by jobbers, dealers and power com 


pany, the instructor being provided by 
sc the Board of Education which is cooper 
ating under the George Dean act. The 


territory 


Edison Company. 


| A free trial in the home is offered on : 
electric roasters by the Southern Cali- committee handling arrangements con 
Westinghouse 


of carefree cooks, ad-| advertising during August. 
Los Angeles Bureau of| terms,” including the required 
ht, promoting electric| cent down payment, were 
September ads of major ‘apfMances, 


inc] ded 
Starting the middle of September 4 


held in both Ogden and Salt Lake Cid . 


League of Utah. The classes are limited 


Budget 


gies 


jobber - PH 


will 


Ek trical 


* * * to those now in the electrical sales bygj- 


of 


| fornia Edison Company. Terms offered | sists of E. J. Duggan, 


duet S Electric Supply Co., and D. 

luring September were as low as $3 Pit Distributing Comoany, 
* * * O. R. Bigelow of the 
Utilities Appliance Company, represent 
McAllister of the 
Utah Power and Light Company, and 
Elias J. Strong, manager of the Elec. 


down. 


Fresno dealers combined recently in 
“Where to buy electric 
ranges” appearing in Fresno papers next 
a power company advertisement empha- 
sizing the modern features of tarm 


a registry of 


a similar listing. 


ing dealers; J. 


trical League of Utah. 


| ness. As opportunity offers, the course 
will be extended to other communities 


Intermountair 


is to be 


. Stewart, 
jobbers 


kitchens. An electric roaster ad brought * * * 
A preliminary agreement has beer 
— reached by which the properties of the This is 


Advertising a new 1941 6-cu. ft. elec- 
tric refrigerator at $87. 10 and a washer 
at $37.19, Elster’s of Los Angeles an- 
nounced a brief sale during August. Re- 


this district. 


ferring to the first two days of this event, s £9 


the firm reports, “all sales records 
smashed.” During the sale the store kept 
open Sunday from 9 a.m. to 7 p.m. Terms 
called for “no down payment” and 75¢ 
weekly on refrigerators, 50¢ on smaller 


appliances. 


Price reductions for commercial and 
industrial customers were announced by 


General 


Filing a consent decree, 
to contest the case, electrical contractors 
and associations of Santa 
San Pedro in southern California, in- : 
dicted under the anti-trust act in March jt 1” | 
1940, recently were fined a total of $22,000) pstumes 


Mountain States Power Company arefmolay Se 
to be purchased by the Tillamook County fj sop traf 
Oregon, PUD in the region served byfil graphs 


on highs 


rather thar 


Barbara and 


and given suspended sentences for Un 


the Utah Power and Light Company to | >¢T 18, after several 


take effect on September 10th. The rate 


provides for single metering and offers 


inducement for the sale of lighting, re- 
frigeration, air conditioning, cooking and 
baking, water heating and other electrical 


uses. 


“A word to the wives” is the title of 
a radio program sponsored by Schoen- 
feld’s of Seattle at 9.45 a.m. Monday, 


Wednesday 


and 


a boycott of electricity 


- self-i sed blackout. 
Friday. Emphasis on elt-imposec ackou 


electric washing machines was part of * 8 9 


this firm’s 
event. 


August home furnishings 


trical League’s annual 


Estes Park, Colorado, 


Ranges from $184.75 up, refrigerators | the Washakie Indians 
of large sizes, fully equipped, and better | annual gathering around a battery oi MM Fresn 


type Bendix 


models were featured in| infra red lamps, replacing 
Frederick & Nelson (Seattle, Wash.) | tional campfire. Bucks eligible to take 


Tough Test for an Electric Blanket 


year. San Francisco and Oakland con- venti 
tractors, indicted under the 
have maintained the legality 
actions and are determined to fight the 
case. The trial has been set for Novem 
postponements 
asked for by counsel for the government 


same act, OV 


of their 
presic 
yrama” 
ssing | 
t 
arplus 

sposed 


A “customer strike” is reported fromijps ter! 
Nogales, Mexico, where court orders to 
pay bills which were higher than usual 
oa on account of increased rates resulted in 
the part oi 
many home users, who have dug out 
candles and oil lamps to tide over the Reduc 


ands. 
Lea; 
etting. 


ent of 
uthoriz 
Nater 


In honor of the Rocky Mountain Elec- is, $41 
convention at 


11 to 13 


stage their 


the tradi- Hinclave 


Ques: 
ectric: 
onual 
nd El 


“Are 
\orth 
iealers 
mately 
apacit 
tnt 5, 
mp): 


When General Electric wanted to give their automatic electric blankets a ree! 
test, they shipped five to the weather observatory on the peak of Mt. Wash- 
ington, N. H.—6,293 ft. high. Snow sifts in the windows and the wind blows »® 


gale—but here is one of the crew comfortable under one blanket. 
with four other observers, swear there's nothing to beat it. 
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Eye-Catcher 


PHILCO 


is to be 


Com. 
ovided by 
is cooper. 
act. The 
ents con 
sting house 
. Stewart 
jobbers 
rmountaip 
represent 
r of the 
pany, and 
the Elec: 


a This is the latest in Philco's Dealer Dis- 
pany arefmplay Service pieces designed to help 
1k County Mj top traffic wherever Philco radio-phono- 
served byl graphs are sold. Emphasis now is all 
on higher quality specialty merchandise. 
ther thar 
ontractors 
rbara and 
in March et in the traditional dance will wear 
of phosphorescently treated to 
; for oneow under black light influence. The 
land con-q@pavention, which this year is to be pre- 
same actMmpied over by Gaylord B. Buck of the 
of theirfgpblic Service Company of Colorado 
fight the president, will be devoted to a “Fu- 
Novem-Mprama” of the electrical industry, dis- 
ponementsssing problems arising out of the pres- 


vernment 


rted from 
orders t6 
han usual 
esulted in 
part o 
dug out 
over the 


tain Elec- 
ntion at 
11 to 13 
‘age their 
attery ol 
he tradi- 
> to take 


a real 
Wash- 
lows 3 

along 


DISING 


t disturbed conditions, and the large 
uplus wattage which will have to be 
sposed of after the cessation of hostili- 
s terminates the special defense de- 
ands. George E. Lewis, manager of 
¢ League, is in general charge of the 
eeting. 
* * * 


Reductions in electric rates to the ex- 
mt of $980,000 annually were recently 
uthorized by the Los Angeles Board of 
Vater and Power Commissioners. Of 

s, $418,000 applies to residential rates. 


* * * 


Fresno is to be the location of the fall 
nlaves of the Pacific Coast Electrical 
Kssociation, with the Hotel Californian 
ting as headquarters. The Business 
evelopment Section, under E. G. Stahl 
‘chairman, will meet here simultane- 
= with other sections November 6 
nd 7, 


* * * 


Questions of the day confronting the 
tctrical industry were discussed at the 
mual banquet of the Bureau of Radio 
md Electrical Appliances of San Diego 
unty held at the San Diego Hotel on 
eptember 12th. 


* *+ * 


“Are you 40-gallon-minded?” asks the 
Northwestern Electric Company of its 
talers. It reports that of the 2,400 elec- 
ie water heaters on its lines, approxi- 
hately 32 per cent are of a 30-gal. 
‘pacity, 56 per cent 40 gal., and 12 per 
tt 52 gal. or larger. The majority of 
mplaints received come from 30-gal. 
hank users, 


* * * 


During the past eighteen months Karl 
boodrich of the Naples Store, Vernal, 
tah, has personally sold 110 electric re- 
"igerators, 44 washing machines and 46 
radios working in his spare time, besides 


rating a grocery store and trucking 
busine ss. 


“I'M NO MOTOR EXPERT, BUT 
1 DO KNOW I'VE ALWAYS HAD 
GOOD LUCK WITH SUNLIGHT 
MOTORS ON MY WASHERS.” 


“THAT'S NOT ‘GOOD LUCK’. 

IT'S GOOD DESIGNING. | CAN 
TELL YOU A FEW REASONS WHY 
YOU'RE ‘SOLD ON SUNLIGHT’. 


— 


“First of all, the Sunlight motor is designed for convenience. It oils itself 

for the life of the washer. In case it’s accidentally overloaded, the Sunlight 

motor guards itself against stalling or burning out. It runs smoother and 

quieter from the start, because it’s dynamically balanced; a special end- 
play take-up device helps keep it quiet. 


ed “Safety is another important Sunlight feature. The 


_ » rotor is welded, rather than soldered, as in many 
f —* other motors. That eliminates ‘shorts’ caused by 
“ee "ee melted solder getting into the windings. The wind- 
— = ings are doubly protected against moisture by heavy 
insulation and by moisture-proof impregnation. 


Two cooling fans make sure there is no smoke to 
alarm you, and the starter switch is made especially 
rugged, to avoid sputtering and sparking. 


“Sunlight’s 25 years of experience in building more 
than 4,000,000 washing machine motors, plus the 
backing of General Motors, assure you that a Sun- 
light-powered washer will give you better, longer 
service for the money.” 


Sunlight Electrical Division, General 
Motors Corporation, Warren, Ohio. 


"4 
DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-FIVE YEARS 
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Be at the 


NATION'S GREAT ANNUAL 


1942 
HOUSEWARES 


5 Floors of HOUSEWARES EXHIBITS 


and 


MAJOR 
EXHIBIT 


Exhibit Hall and Red Lacquer Room 


at 


CHICAGO 


PALMER HOUSE .. . January 4th to 9th Inclusive 


The industry is planning a BIGGER SHOW than ever! 
Over 200 of the leading exhibitors have already taken 
space, as of Sept. 15th .. . advance response from deal- 
ers indicates attendance will break all records. Don’t 
miss this great show . . . maintain and improve your 
TRADE RELATIONS . . . make your plans now! 


HOUSEWARES MANUFACTURERS 
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One of the scenes from MKB's new color movie shows off the kitchen cabinets to 
good advantage. (Photo courtesy Youngstown Pressed Steel) 


"It Happened in the Kitchen” 
MKB's New Color Movie 


NEW YORK—Electrical appliance deal- 
ers, distributors and salesmen, home 
economics experts and kitchen planning 
authorities extended an enthusiastic wel- 
come to The Modern Kitchen Bureau's 
new full color talking motion picture, “It 
Happened in the Kitchen,” at the recent 
premier showing. 

“It Happened in the Kitchen,” a 40- 
minute Kodachrome talking movie, will 
tell to audiences of several hundred peo- 
ple the story of all-electric kitchens in a 
way once possible with only one or two 
persons at a time—when a salesman sat 
down with prospects and went over the 
story step by step. The picture explains 
the reason for the three kitchen work 
centers, and the various basic arrange- 
ments—covers all kinds of kitchens, old 
and new, large and small, city, suburban 
and farm—and does a genuine selling 
job on electric refrigerators, ranges, water 
heaters, roasters, dishwasher sinks and 
all the other kitchen appliances. 


Tells Fascinating Story 


The hard-hitting selling fatures of “It 
Happened in the Kitchen” are subtly put 
across and skilfully carried along by a 
well-laid plot and carefully woven narra- 
tive style. The experiences of Mr. and 
Mrs. Jones and their baby, a_ typical 
American family in a typical old-fashioned 
kitchen, poorly planned and lacking in 
modern equipment, make up the story. 

Mrs. Jones, ‘fed up’ with her old 
kitchen, has learned about kitchen plan- 
ning from women’s magazines and other 
sources—and finally insists that Mr. Jones 
do something about it! Through the use 
of ingenious photography and narrative 


treatment, the audience actually sits in « 

the planning of the new Jones kitche: 

helps remodel, equip and redecorate it 
Every woman in the audience gets count 
less ideas for color schemes, decorativ 
effects and appliance arrangements from 
the several types of kitchens shown— 
gets a lasting realization of the time an 

work saving features, the modern con- 
venience and comfort of electrical appli- 
ances. 


Complete Promotional Program Offered 


“It Happened in the Kitchen” does not 


feature brand names or trademarks, and 


can thus be used by any utility or dealer 
as a spearhead for any appliance pro 

motion, or for promoting the all- electric 
kitchen. The picture is a natural fo 

showing not only under utility or dealer 
auspices in local auditoriums or at food 
shows, but it will be in constant demand 
by womens’ clubs, 
sociations, church 
and other groups. 


ofganizations, 


Orders tor this film are pouring in at 


a rate that is taxing the supply of prints 
so those interested would be wise t 
make immediate inquiry. purchas 
print of the film is offered at $212.00 
which price includes such supplementary 
material as black and white photographs 
from the movie for publicity and adver- 
tising use, suggested publicity stories, a! 
instruction sheet, and blue-prints of the 
major kitchens featured for distributior 
to the audience. 
Inspection prints of 


available at a charge of $5.00, which 1s 
applied against cost of the film if pur- 
chased. 


Another scene from the 40-minute color movie, 
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"It Happened in the Kitchen 
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Fluorescent Personalities at Hygrade 


Above: B. K. Wickstrum, advertising manager, and J. R. 
Duffy, assistant advertising manager, go into a huddle 
during the fluorescent lighting meeting. Below: David K. 
Poor of the Miralume Division and Paul Ellison, advertis- 
ing, pause between sessions which were attended by 
utility lighting engineers from the eastern states. 


HYGRADE HOST TO 
FLUORESCENT MEN 


SALEM, MASS.—Over 
ghting engineers and electrical trade 
per editors attended a Fluorescent 
ghting Conference sponsored by Hy- 
vade Sylvania Corporation at Salem, 
ass, September 8th and 9th. 

Lighting engineers were present from 
» Metropolitan New York, Philadel- 
ia, Buffalo, Connecticut, and Wash- 
gton, D. C. Districts. 

The program arranged by Hygrade 
vered two days, in which business and 
laxation were balanced nicely. Morn- 
"gs were devoted to technical sessions, 
resided over by Donald P. Caverly, 
vll-known [L.E.S. worker who is a 
mmercial engineer on the Hygrade 
aff. Papers were given and then dis- 
used by everyone present as follows: 


|. THE FUTURE OF FLUORESCENT 
LIGHTING 
by Dr. R. M. Zabel, Hygrade's Manager 
of Manufacturing and Engineering 
FLUORESCENT LIGHTING APPLICA- 
TIONS 
by William P. Lowell, Jr., Head of Hy- 
grade Commercial Engineering Dept. 
DESIGN TRENDS IN FLUORESCENT 
LUMINAIRES 
by C. W. naga Hygrade's Chief De- 
sign Engine 
4, BUILDING LIGHTING LOADS 
by D. P. Caverly, Hygrade Commercial 
Engineer 
5 FLUORESCENT STARTERS, SOCKETS, 
AUXILIARIES 
by H. Reinhardt, Hygrade Commercial 
Engineer 
VOLTAGE FLUORESCENT 
TUBING 
by W. F. Rooney, Sales Engineer on Hy- 
grade High Voltage Tubing 
1, FLUORESCENT RESEARCH 
by James L. Cox, Head of Hygrade's 
Fluorescent Enginering Dept.; Dr. 
Lowry, Hygrade Fluorescent Engineer- 
ing; O. H. Biggs, Hygrade Research 


forty utility 
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P. Caverly, lighting 


Above: C. G. Pyle, 
Healy, general manager, reported on the astounding 
growth of fluorescent lighting business. 


the fluorescent meetings. 
Hygrade chairman, was an interested spectator. 


general sales manager, and F. J. 


Below: Donald 
engineer, had charge of most of 
Below right: Roger Poor, 


Engineering Dept.; D. Coggins, Hy- | 


grade Research Engineering Dept. 


Following the talks there were ques- 
tion and answer periods in which many 
interesting discussions developed on tech- 
nical points. The exchange of views be- 
tween the various utility engineers present 
proved very informative. 

Social highlight of the conference was 
the golf tournament and dinner, held the 
afternoon and evening of September 8th 
at the Salem Club. The dinner was fol- 
lowed by a series of brief, informal talks 
and an entertainment. Toastmaster was 
R. H. Bishop, Hygrade Northeastern 
Sales Supervisor. Also at the head table 
were Chas. G. Pyle, Hygrade Sales 
Manager; F. J. Healy, Hygrade General 
Manager; B. K. Wickstrum, Hygrade 
Advertising Manager; Mr. A. A. Brain- 
erd of the Philadelphia Electric Com- 
pany, and Mr. M. N. Waterman of the 
Central Hudson Gas & Electric. 


MITCHELL TAKES 
OVER POLAROID 
LAMP MANUFACTURE 


CHICAGO—Announcement is made by 
B. A. Mitchell, president of the Mitchell 
Manufacturing Company of Chicago, of 
the appointment of that company as sole 
licensee for the manufacture and sale of 
Polaroid desk lamps. By agreement with 
the Polaroid Corporation of Cambridge, 
Massachusetts, the Mitchell Manufactur- 
ing Company takes over at once all dis- 
tributing activities for Polaroid Laraps, 
as well as their manufacture. 

Planned by the Mitchell Manufactur- 
ing Company for the immediate future is 
a series of aggressive merchandising 
campaigns, initiated by advertising in 
leading trade papers covering the port- 
able lamp trade. Initially, promotion 
will cover the two popular Polaroid 
lamps known as the Study model and the 
Executive model. 


1941 


G.E. Lemp Department 


Harry E. Huff, for many years as- 
sistant manager of General Electric Lamp 
Department's Empire Division at Butf- 
falo, N. Y., and widely known through- 
out the electrical industry, was today ad- 
vanced to manager of that division. E. F. 


HARRY E. HUFF 


Strong, who long has served as manager 
has, according to official announcement 
from department headquarters at Nela 
Park, Cleveland, resigned but will con- 
tinue at Empire Division in an advisory 
capacity. Both of these changes are to 
take effect immediately. 


Pittsburgh Reflector Company 


E. W. Simons, president, Pittsburgh 
Reflector Company, announces the ap- 
pointment of Charles H. Goddard, gen- 
eral sales manager for the past year, as 
vice-president and director of sales effec- 
tive September Ist. Mr. Goddard has 
moved his headquarters from New York 
City to the general office at Pittsburgh. 
Much of his time will be spent in the 
various sales territories throughout the 
United States. 


Lighting Shorts 


The lamp department of The Crescent 
of Spokane recently contributed to the 
program of the organization wives of 
employees of the Washington Water 
Power Company, showing new styles of 
lamps to fit into the talk on “Remodeling 
With Light,” which was presented by 
Mary Dysart of the home service depart- 
ment. 


* * * 


Looking forward to its fall light con- 
ditioning drive, the Montana Power Com- 
pany has been urging dealers to lay in 
an adequate supply of portable lamps, 
pin-it-ups, socket adapters, clip-on adap- 
ters, plaster cups, shades, bowls, silver 
bowl lamps and Mazda lamps. The com- 
pany ’s advertising campaign for this cam- 
paign starts in September. Among the 
items featured is a low priced student 
lamp of the LE.S. type, sold at $2.95 up. 


* * 


“Please accept this free service,” adver- 
tises Seattle’s City Light Department, 
featuring its staff of illuminatmg engi- 
neers, whose services are available to 
store, office or factory to survey lighting 
needs. Electric water heating took the 
headlines in August advertising, 


* * * 


“Business Improves After Fifty,” testi- 
fy a number of customers of the Southern 
California Edison Company, who are 
quoted in last month’s consumer bulletin 
of that company as having enjoyed in- 
creased sales since installing lighting of 
50 ft.-candles and over. 


x* * * 


How to build and keep up an effective 
light conditioning center was the sudject 
of considerable attention in the August 
“Northwestern Dealer News,” addressed 
to dealers on the lines of the Northwest- 
ern Electric Company of Portland, Ore- 
gon. 


* * * 


The Pacific Gas and Electric Company 
this fall launches its first lamp and light 
conditioning promotion for dealers in a 
special campaign scheduled for Septem- 
ber 15 to 27. This follows details of a 
similar campaign which was _ planned 
for the San Francisco Bay area some 
three years ago by the Electrical Appli- 
ance Society of Northern California. A 
department store strike tied up the pro- 
gram at that time, but shortage of other 
appliances now makes this activity 
especially appropriate. “Family Style 
Lighting—L ‘AMPS For Every Member of 
the Family” is the central theme about 
which the promotion has been designed. 
Newspaper ads, billboards, bill stickers 
and display cards for dealer use are pro- 
vided. Several local units of the Appli- 
ance Society are staging salesmen’s and 
window display contests among dealers 
handling lamps, bulbs and portable lamps, 
offering cash prizes. Store demonstra- 
tions of light conditioning equipment are 
planned for the San Francisco district. 


* 


Two fall lighting drives started in Sep- 
tember for the Idaho Power Company 
sales force. First is the “All Out” lamp 
globe campaign which is an annual event 
for this company. A sales quota of 8,000,- 
000 watts has been set for the eight-week 
activity. Commissions are paid to all em- 
ployees selling globes, with prizes for 
salesmen, home service advisers, cashier 
clerks, other employees and division man- 
agers. “What's the Matter With Father,” 
the general lighting campaign scheduled 
to run from Sept. 2 to December 24 in- 
cludes I.E.S. floor lamps, pin-it-ups, 
adaptors, screw-in type fixtures and yard 
lights. Demonstrations of the value of 
I.E.S. lamps in the home are scheduled 
as part of the drive. A cash sum goes 
to each division on the basis of sales 
made, to be divided among high sales- 
men, home service advisers and others 
according to their records. 


PAGE 43 


| 
| 
| 
| | | 
| 
| 
| 
| | 
| 
| 
| 
tchen | | 
DIS!NG 
) 


Why Many 


can be built into Black & Decker Vacuum Cleaner Motors 


Special Tools For Building Special Motors are designed and built right in the Black & 


Decker Plant. 


The department in the photograph above designs special jigs, dies, fixtures 


and equipment necessary to build the wide variety of specially designe «d motors which flow 


from Black & Decker production lines. 


This Tool Designing department has developed 


many unique devices and methods which help assure the power, smoothness, long life and 
trouble-free performance of Black & Decker Vacuum Cleaner Motors. 


Keen Eyes and Steady Hands here guide 
the saw which undercuts the commutator 
mica on the armature for a Black & Decker 
motor. Extreme skill and accuracy are re- 
quired in this precision operation. 


Baked Exactly Right. After being dipped 
in insulating varnish, armatures are baked 
under accurately controlled heat. Correct 
baking treatment adds life and electrical 
efficiency to motor performance. 


Precision to the Nth Degree: Typical of 
all Black & Decker operations, the boring 
of the motor brackets must conform to 
high standards of accuracy to maintain 
perfect alignment of assembled motors. 


Heart of a Vacuum Cleaner: A high-speed 
universal motor with a two-stage turbine 
fan assembly, specially designed by Black 
& Decker for a tank-type vacuum cleaner. 
Ratings up to 14 H. P. at 15,000 R. P. M. 


THE BLACK & DECKER ELECTRIC COMPANY, KENT, OHIO 


BLACK & DECKER 


Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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Frigidaire's culinary artists whip up something special. 


This is one of the recent 


sessions of Frigidaire's famed “Cap and Skillet’ classes in which the company’s 


officials took their “Master's Degree" in kitchen technique. 


Shown in Frigidaire's 


Home Economics Department, from left to right, are G. F. Henry, Range Sales; 
J. A. Borland and G. E. Durban, both in Public Utility Sales; R. S. Bradford, 
Roger B. Trick, R. E. Krumm, and A. R. Thomas, of Dealer Development Depart- 
ment; R. C. Meloy, Customer Research; C. K. Runkle, Range Sales, and A. D. 


Farrell, Display Manager. 


Master chefs in the making are these 


two Frigidaire executives, W. |. Bu- 
chanan, Eastern sales manager, left, and 
R. H. Huston, Western sales manager. 
They are pictured whipping up an 
elaborate dish during one of the recent 
“Cap and Skillet’ sessions held under 
direction of Frigidaire’s Home Eco- 
nomics Department. 


Silex in New Ad Drive 
HARTFORD, CONN. — Keyed to the 


new Silex selling theme, the “Light 
Test,” the most aggressive advertising 
program in Silex history was introduced 
at the Silex Sales Convention, held in 
Hartford, Connecticut, recently. 

According to P. S. Redford, Director 
of Sales, the new campaign is best de- 
scribed as a “push” and “pull” sales 
effort. 

“Actually, by ‘Push’ and ‘Pull’ we mean 
the effort we are making to place Silex 
before the consumer with merchandising 
‘push’, and to ‘pull’ Silex merchandise 
off the dealer’s shelf through hard-hit- 
ting consumer advertising.” 

Publications included in the advertising 
campaign are Life, Be tter Homes and 
Gardens, McCall's, Woman’s Home Com- 
panion, True Story, Woman’s Day, 
and Good Housekeeping. In addition, 
large space rotogravure and black and 
white advertising is scheduled for 45 key 
cities throughout the country. This fol- 
lows the pattern of the highly successful 
Silex May and June rotogravure cam- 
paign. 


OCTOBER, 


PORCELAIN ENAMEL 
MEN MEET ON 
PRIORITIES 
QUESTION 


CINCINNATI — Sixty-eight representa 


tives of porcelain enameling companic 
met in Cincinnati on Tuesday, Septemb 


| 9, and laid plans to protect the Industn 
during the present emergency. 


A War Operations Committee, consist 
ing of R. B. Calton, Tennessee Enam 
Manufacturing Company, W. H. Brett 
Enamel Products Company, Bennet 
Chapple, Jr., Carnegie-Illinois Steel Cor 
poration, and R. H. Turk, Porcela 
Enamel and Manufacturing Compar 
was appointed to coordinate the effort 
of the Industry. This committee met i 
mediately and Mr. Calton, chairman, a1 
nounced plans for a survey of the Ir 
dustry to ascertain the equipment an 
employees involved. This committee aly 
started a study of porcelain enamel 
products which might carry priorities. 

Meeting concurrently, the Board « 
Trustees of the Porcelain Enamel |: 


stitute authorized the continuation of th¢ 


Washington office indefinitely. It als 
instructed the War Operations Commit 
tee to devise the policies under which thi 
office would represent the Industry. 

The general meeting then authorize 
this committee to speak for the Porcelai 
Enameling Industry in all contacts wit 
Washington authorities and gave the con 
mittee authority to so represent itsell 

R. C. Todd of the American Rollin 
Mill Company addressed the 
meeting and gave figures on the actua 
amount of steel available after detens 
needs are provided. 

In the afternoon the possibility of st 
stituting defense items to fill empty © 
pacity was discussed and the committe 
instructed to study it. 

P. B. McBride, president of Porcelai 
Metals Corporation of Louisville, sus 
gested that porcelain enameled licens 
plates be considered. He also describe 
the success of his company in secur! 
defense orders. 

A. Barrows of the same name 
company in Cincinnati suggested week 
reports to the Industry from the Was 


ington office. Otto Heyer of Chattanoog4 


Stamping and Enameling Company dis 
cussed the fabrication of metal parts 4 
a substitute for present work. 

Kenneth Cook of 
Manufacturing Company and k 
Jenkins of Briggs manag Cor 


pany joined W. W. Galbreath of Allianc® 


Porcelain Products Company in sceki 
priorities for sheet steel plumbing wé 
for defense housing. 
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py urges the advantages of FM and 


adios, featuring FM, will appear in mid- 


mentioned but not featured. 


SNS 


Harry Deines, advertising manager of General Electric's radio division, points 
out one of the hard-hitting promotional pieces with which the company expects 
to make an important bid for frequency modulation business. Below, A. A. 
"Art" Brandt, manager of the division, seems to feel pretty good about things 
himself. 


FM to Get Play in G-E 
Radio Line 


RIDGEPORT, CONN.—A substan- 
i] part of the advertising and sales pro- 
wtion of the 1942 line of General Elec- 
c radios is designed to do an educa- 
nal job on the advantages of frequency 
dulation radio, according to 
eines, advertising manager of the G-E 
iio and television department, Bridge- 
wrt, Conn. 
National magazine, cooperative news- 
ger, and standard broadcast radio ad- 
ttising are planned, and a variety of 
romotional items for frequency modula- 
n have been prepared. The entire pro- 
ram, Deines explains, is keyed to a 
ace for continuous and steady promotion 
The first national magazine space is 
neduled for late October and early 
lovember, with full-page, two-color ads 
Life, Saturday Evening Post, and 
Esquire. This ad will feature a G-E com- 
nation radio-phonograph console re- 
tiver, with the headline, “Your New 
audio Should Give You All This.” The 


he fact that in areas where FM broad- 
ating is not now available it probably 
on will be. G- E’s exclusive self- charg- 
¢ portable is illustrated in an insert, 
i this set is also being featured in a 
rrent s inserti i ier’ 
- oe of insertions in Collier's Hygrade lesues New House Organ 


Trade paper advertising announcing | SALEM, MASS.—Hygrade Sylvania 
«new G-E combination and console Corporation launched in September the 
first issue of “Hygrade Lighting News”, 
a new house organ for the electrical trade. 

This new publication is an attractive 
eight-page, two-color, 84 x 11 folder, con- 
sisting of four pages of news and pro- 
motional items and four pages of tech- 
nical material of an informational nature. 

“Hygrade Lighting News” will be 
mailed regularly each month to a list of 
Because radio advertising will be used approximately 30,000 names. Its theme 
‘ standard broadcast stations only in | will be “what’s new in lighting”, and it 


tober. 


Two types of advertisements are pre- 
ared for cooperative newspaper adver- 
‘ing. One, designed for markets where 
« is already on the air, will go “all 

for FM. For general use, there will 
he ater newspaper ads in which FM is 


feas where FM service is available, | will contain news and technical data on 
anscribed programs were prepared. | both fluorescent and incandescent light- 


evertheless, an effort was made to 
oose talent and material worthy of a 
ve-talent network show. The result was | 
‘series of five-minute programs entitled | Jronrite Opens Indianapolis Territory 
Swing to FM,” featuring Hazel Scott, 
“ Outstanding pianist who has her own | INDIANAPOLIS—One of the legends 
‘tle way of swinging the classics, and | of Indiana is how Poet James Whitcomb 
¢ Golden Gate Quartet, story-song and | Riley used to go around posing as a 
ythm artists. blind sign painter, with eyes rolled back 
Mi. sionary work for FM, carried on | under lids and get jobs from astonished 
‘several years by G-E with field dem- | natives. R. M. Gottlieb, division manager 
Strations by experts, will be greatly | of Indiana for Ironrite Ironer Company, 
panded through a color and sound mo- reports that a blindfolded ironer operator 
picture and a complete FM demon- is working just as well in attracting the 
rat m kit which includes both minia- Hoosiers. H. P. Wasson’s is handling 
re FM and AM transmitters. the line in Indianapolis. 


| ing. 
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We Can Ship at Once! 


ALLEN OIL BURNING 
HEATERS 


DON’T LOSE SALES! 


When Fire heaches High Fire Flame High Speed Lighter Closes 


Allens 
TAMOUS TWIN-UNIT 


Lowest Low Fire - Highest Heat Capacity 


THREATERS IN ONE CASING Allens 

~CHARGE HEATE! TELE HEA 

BURNER 
Holds Heat ‘ 


Gives More Heat with Less Oil. 


Mo One Lise Has 1T 


ALLEN MANUFACTURING CO. 


NASHVILLE, TENNESSEE 


MAIL THIS COUPON NOW! 


ALLEN MANUFACTURING CO. 
203 10th Ave., North 
2 Nashville, Tenn. 7 
Please send us by return air mail information and prices on a 
your oil heaters. 
Name 
Address 
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GAINADAY 
MAYTAG MAKES 


OOLLS 


Hi land 9879 


CE SERVICE CO. 
DERAL ST. 


“With some manufacturers unable to 
supply me, !'m losing business. I'd better 
take on a new line and advertise it.” 


ELECTRIC APPLIANCE mien 020" 


co 435 Lberty_ 


ELECTRIC senvict VI 
Al AND 


"1 didn't know they carried 
that line, too. I'll call them.” 


If your business takes on new lines 
tell people in the Classified, too 


You are literally starting a new business when you 
take on new lines. That means you must “spread the 
news” through various forms of advertising. Tell the 
people of your community by advertising in the 
Classified section of your local Telephone Directory 
under the new products or services. 

We suggest that you call the telephone business 
office and ask for the Directory man. He can advise 
you how consumers use the Classified and for what 
purposes. 


PAGE 46 


Out of his specialized Directory experience he 
can readily indicate the classifications under 
which you might profitably be listed, and the proper 
kind of sales information to go in your advertising 
message. 

Get your share of sales. Attract more of that prof- 
itable service business which is on the 
increase these days. Be sure you are ade- 
quately represented in America’s popu- 
lar buying guide. 
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DONALD DUCK CARRIES 
THE BALL IN FALL MkB 
WATER HEATER DRIVE 


NEW YORK—Racing into the Fa’ sel 
ing season and calling signals i: tha 
familiar “Quack—Quack .. . SHIF 
. . . to electric water heating,” | onal 
Duck has crashed the sport pages and j 
leading dealers throughout the county 
to a new touchdown in electric wate 
heater sales. Found in window displays 
newspaper advertising, in direct mail an 
on the radio he and his three nephew 
are crying out, “When low cost luxur 
is your Goal—Go Electric.” 

It’s the Fall promotional campaign 9 
The Modern Kitchen Bureau getting of 
to a good start with more than 100 utilj 
ties and their dealers co-operating 
date to wind up 1941 as the “Bigges 
Year Yet” in the sale of electric wate 
heaters. Plan Books and sample promo 
tional pieces went out to the utilities dur 
ing the summer. Orders for material 
poured into MKB early with the resul 
that the’ sale of electric water heaters ; 
tied right into that favorite sport of he 
man Americans, football ! 

Contests are being arranged by partici 
pating utilities to send winning salesme: 
to “Rose Bowl” games. It’s a fast moving 
sports flavored campaign all the wa 
around. But it does not overlook th 
consumer and the plus values of electri 
water heating that have given dealers 
their biggest sales year so far in 194] 
The convenience, cleanliness and safety 
of heating water electrically are al 
dramatized in forceful selling manner 


There's a fall football note in the Mod- 
ern Kitchen Bureau water heater adver- 
tising and Donald Duck carries the ball. 


Transcribed spot announcements are 0” 
the air, introduced by Donald Duck and 
selling the electric water heating story in 
entertaining verse and song. Newspaper 
ads, mats of which MKB furnishes, show 
Donald and his nephews racing up and 
down the field heralding the story of this 
modern method of heating water. _ 

Window display contests and floor dis- 
play contests are under way with cash 
prizes to individuals in the companies 
responsible for their creation. J 

The whole “ball of wax” is completely 
described in the MKB Plan Book and 
Sample Kit, and the Bureau asks that 1! 
utilities have not received copies, to write 
or wire in at once. The radio recordings, 
containing 16 different advertisements for 
electric water heaters, are only $2. 
each. The supply is very limited and utili- 
ties are urged to get in their orders 0W 
The display contest for window and ‘loor 
displays ends December 31. Displays must 
be in during the Fall season and p))ote- 
graphs sent to MKB, 420 Lexington 
Avenue, New York. $500 in cash prizes 
will be awarded. 


DIRECTORY 
CLASSIFIED TELEPHO 
gos WAS—WAS Washing Machines = 
3 
OR ALL M w 3008, 
i Page? 
1270-1271 
ALF BROS 129 
B I DEALERS MAYTAG STORE a 
Amenicail Washing Machine Co. REFRIGERATORS SERVICE ; 
DOWNTOWN BRANCH sweel 
Line of 
Expert y to Your Home M Liberty 
co urt AT lantic 4030 | — NITY 3 
43 i SW 
Authorized Factory Service for Washing Machines 
“Because our foctory output is way over isovele ra 
sold, I'm sorry we can't fill your order.” 3800 Waverly & WHEN Low "7 
ce | WATER HEATERS 
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DA LAMPS 


HIS month Mickey Mouse goes to work for you... ina full page ad in the 
Oct. 11th Saturday Evening Post . . . in huge, colorful billboards in more 
suck ani than 100 major cities ... in sales-getting, tie-in display material, for your window 
a and counter. So... to play the part of the smart merchant in this cast of charac- 
ters get this Saturday Evening Post tie-in card (with basket front for holding 
bulbs, as shown at right) from your G-E lamp supplier, if you haven't already. 
fcor ds. Display it prominently as a powerful supplement to your regular G-E bulb dis- “Se 
‘@ play. Then watch your profits swell like the roar of applause that greets the hoes 
beloved Mickey at every appearance! 10° 13° 
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G-E MAZDA LAMPS 


ENERAL ELECTRIC 
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| Now Showing | 
m “THE BULBSNATCHER'> SAL ATION” 
ail or | 
4 “HOW TO Sell LAMP BULBS 
Featuring mickey Mouse : 
Gener al aw 
/ 
you oe ® (World's Smartest Merchant) 
ret A SUCCESS story IN THREE acts 
Act Keep 2° adequate supply of GE MAZDA lamps 
Act Use the tie-in card (with basket for lamps) show 
below: And use it NOW: 
= Act Gosh! How the money rolls in! 
Copytt h i z= 
TERS productions 
store 1941 | 
e Mod- 
adver- 
| 


If it Stays in Service 


HELPS 


Listed as Standard 
by Underwriters 
Laboratories 


-—from all appliances 


Cords that stay in service longer save Copper, 
Rubber, Tin, Cotton, Asbestos, and other 
materials vital to Defense. 

You can get Belden Corditis-free Electrical 
Cords on all types of appliances you sell. Help 
prolong the life of the appliance—save ma- 
terials—assure customer satisfaction — and cut 
your service troubles. Specify Belden Cords 
on all the things electrical that you sell. 

Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, III. 


*CORDITIS— a dangerous disease of electrical 
cords; the symptoms are frayed wire and 
broken plugs. It causes severe mental 
irritation and violent nervous disorders 
among electrical appliance users. 


Guaranteed by 

Good Housekeeping 


OF 


Replacement or re- 
fund of money guar- 
anteed by Good 
Housekeeping if de- 
fective or not as 
advertised therein 


Certified by 
Electrical Testing 
Laboratories 


DEFENSE 
CONDITION 
old Appliances 
with Belden 
Replacement 
Cords 


LOOK 
FOR 


CORDITIS-FREE ELECTRICAL CORDS 
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MOUNTAIN LEAGUE 
ELECTS ALEXANDER | é 


3-Day Meeting Held at Estes Park 
DENVER—Rocky Mountain Electrical 


League concluded the most animated con- 
vention in its thirty-eight year history 
Sept. 13 at the Stanley hotel, Estes Park, 
Colo., with election of officers which 
placed a Wyoming man at the helm for 
1942. J. W. Alexander, manager of the 
Rawlins Electric Company, Rawlins. 
Wyo., was named president. Vice presi- 
dents included another Wyomingite: W. 
D. Johnston, Mountain States Powe: 
Company, Casper. The other new vice 
presidents are: T. M. Foulk, Public Serv- 
ice Company of Colorado, Denver, M. C. 


eorge E 
one Rocl 


Heftfleman, Deming Ice and Electric Co., pte 
Deming, New Mexico, and Homer A. ‘ 
Flukey, Mine and Smelter Supply Co.. ition”, 


Denver. Treasurer and assistant treas- Di 


urer, respectively, are W. C. Sterne and 


Harry Adler, both of the Arvada Elec- Post- 
tric Co., Arvada, Colo. George E. Lewis J. W. Alexander, manager, Rawlins Elec. : 
was reelected secretary. tric Co., Rawlins, Wyo., and new presi. ed ta 
G. B. Buck, retiring president, who, dent of the Rocky Mountain League an 
with the current directorate, will continue 
rmous 
not disappoint them by failure to sup} ed to 
4 the demand. He urged that manutact ved int 
exhortation to forget the past and attack | ors utilities and dealers continue thefmented 
the future with full confidence that ad- advertising campaigns with unabat 
justment of administrative policies in vigor to sustain public acceptance 
industry to the pattern of governmental | efficiency, economy and quality introduce = ie 
trends will solve all difficulties now con- by American ingenuity to cookery, sed to 
lronting private enterprise. frigeration and housekeeping genera fifte 
on through electrical development. ar. ( 

Doc” Allison a Speaker While Dr. Adam S. Bennion, Uts a. 


Completely in step with President | Power & Light Co., acknowledged 1 
Buck's optimistic spirit was Dr. George | electric utilities are being squeezed | 
W. Allison of New York City, one of the | tween the millstones of higher taxes a 
featured speakers, who boldly predicted | lowered rates, he told convention dedi] Comr 
that, despite temporary restrictions im- | gates a unified industry might launch 
posed by defense priorities, more elec- | educational crusade to relieve the pre: 
trical merchandise will be sold in 1942 | sure. Improved public and employe , Ye 
than during the several preceding years | lationships, Dr. Bennion believes, are 
when no limitations on materials pre- | antidote for the encroachment by gover 
vailed. Housewives of the nation have | ment on private enterprise. ie 
been “sold” on the higher standards of Four sound pictures, all in histor hat 
housekeeping, with kitchens serviced by | vein, kept conventioneers in patriot 
beautiful, labor-saving equipment; and | mood throughout the meetings: “1 


the electrical industry, he promised, will | Declaration of Independence,” “Our CG las 
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TOP: J. W. Alexander, Rawlins, Wyo.; Bernardine Tarr, RMEL; Harry Adler, 

RMEL; Ruth, Kraft, and H. T. Rankin of P. S. of Colorado; G. W. Milliken, So. 

Colo. Pr.; Charles Russell and G. B. Buck of P. S. of Colorado. FRONT ROW: 

Gil Buckman, P. S. of Colorado; George Lewis, RMEL; A. Kanekeberg, T. M. IC 4 

Foulk and J. T. Lang of the P. S. of Colorado. ABOVE LEFT: Ash Collins of ~t 

Reddy Kilowatt fame and Gaylord B. Buck of P. S. of Colarod. ABOVE RIGH’: iat» 

"Chuck" Stearne of Arvado Electric and T. M. Foulk of P. S. of Colaroda. apo 
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eorge E. Lewis, secretary-manager of 
the Rocky Mountain Electric League. 


ition”, “The Bill of Rights” and “The 
soe Doctrine.” 


Post-War Conditions Discussed 


wlins Elec. 
new presi und table discussions concentrated on 
» Rodin itions as they will exist in the United 
9 s following cessation of the war. 
rmous electric surplusses, now 
* to sup ed to defense production, must be 
nanutact ted into peacetime channels through 
tinue theiimented sales of manufactured goods 
unabate street and highway lighting. The 
ance Ot t ties, it was agreed, must bear the 
introducd. motional brunt with new techniques 
wokery, ted to vastly changed conditions two, 
genera r fifteen years hence when guns cease 
ar. Groundwork for a definite plan 
mon, Uta ction was laid at the convention. 
edged 
ucezed | 
taxes a 
del Commercial Cooking Train‘ng 
aunch 
+ Manual 
mploye \ YORK—What does the average 
yes, are 


vaurant operator think of electric 
xing equipment service—of_ electric 
king salesmen? Which talking points 


by gover 


in histor 
what cooking appliances should be 
ngs : oT! sed when talking to owners of res- 


“Our C rants ; cateterias—tea rooms — soda 
tains? Why do so many cooking 
= pment salesmen lose sales because of 
: way they use “Food Cost” in their 
sentations : ? 
hese questions, and many others 
ally important that face the commer 
electric cooking salesman every day 
every customer contact, are answered 
the Commercial Electric Cooking 
meil’s new “Sales Training Manual— 
mmercial Electric Cooking.” 
he manual has been written from the 
taurant operator's point of view, ex- 
sly to increase the utility salesman’s 
Wedge of this important group of 
‘tomers. Chapters on the restaurant 
ler’s likes and dislikes among sales- 
1, appliances, service, how and why 
buys equipment, the appliances needed 
lifferent types of food serving estab- 
ments, and the operating costs of 
mus establishments, will prove of 
it value to the commercial cooking 
sman, by giving him a broader insight 
the customers’ problems. 


Sales Training and Reference 


‘he manual will not only be effective 
sales training, the Council believes: 
vill also be of concrete assistance to 
ty salesman as a constant reference 
is daily work. Cub salesmen will find 
¢ the sales training they need in order 
become quick producers : experienced 
vill receive an orderly picture of 
knowledge they may have gained in 
ge-podge fashion, and will et a new 
att toward more sales. 
opies of “Sales Training Manual- 
mmercial Electric Cooking” are avail- 
€trom the Commercial Electric Cook- 
¢ Council, 420 Lexington Avenue, New 
tk, N. Y. Price, one to four copies, 
W each; from five to 14 copies, $1.25 
; 15 copies and over, $1.00 each. 


Chicago Association Moves 


nots Radio & Appliance Dealers As- 
ation is now at 925 East 47th St., 
ago, 


IDISING 


IC \GO—The new address of the 


THANKS TO G-E and to its 10 years of consistent 
advertising — more women every day buy cleaners 
where they should — at the store. This puts the profit 
where it should be — in your cash register. And G-E 
is the Number 1 cleaner sold exclusively through stores. 


BUILT TO HELP YOU RIDE THE TREND! 


Consistent national advertising by General Electric has 
told and will continue to tell Mrs. America the advan- 
tages of the new Air-Flo Cleaner. Today women want 
an all-purpose cleaner that cleans not only rugs but 
everything else. This new 1942 G-E tank-type cleaner 
with a powerful 600 watt motor fills the bill exactly 
— and at a price that’s a real traffic-builder, only $49.95 
complete with attachments. Then there’s the longer- 
profit $59.95 model that makes possible more versatile 
merchandising plans. Feature these new G-E cleaners — 


watch them sell themselves and make you extra profits! 
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COMPLETE WITH ATTACHMENTS 


Plus Taxes 
Prices subject to change 
without notice 
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New G-E Air-Flo All-Purpose Cleaner 
NG | 
a g 
| 
| \\\ | 
\\ 
| 
oda. 


11s Movember issue 


ELECTRICAL MERCHANDISING SPEAKS FOR INDUSTRY 


telling the Important Story— 
“WHAT ELECTRICAL APPLIANCES MEAN TO AMERICA” 


THE electrical appliance industry is today faced with the 
task of convincing official Washington that certain fundamen- 
tal features of household electrical appliances are essential to 
home defense.* 


Those features are: THE SAVING OF LABOR 
... THE SAVING OF FOOD .. . THE PRESER- 
VATION OF HEALTH . . . THE BUILDING 
AND MAINTENANCE OF MORALE 

For, while everyone will agree that National Defense must 


be the Nation's first consideration, it must also be admitted 
that essential to National Defense is the maintenance of the 


—a factual presentation of what domestic electrical appli- 
ances and equipment mean in terms of living and to the wel- 
fare of the men and women who are producing defense ma- 
terials and paying for them—who are, in fact, the secondary 
defense of America! 

In addition to its regular distribution, the November Issue 
will be mailed to every U. S. Senator and Representative, and 
to a picked list of important officials connected with the De- 
fense Program. 


AN OPPORTUNITY FOR ADVERTISERS — 


The editorial theme of this Issue provides a most effective 
background for the individual manufacturer to present his 
case — to show how and where his product is essential to 
this second line of Defense — the American home. 


nation’s health — its economic stability 
and general morale. 

Washington edicts affecting the ap- 
pliance industry to date, indicate a gross 
underestimate of the American public's 
real need for the services which electrical 
appliances can render (and which can be 
found in no other way). 

Appliance Associations and individual 
manufacturers have pleaded their cause in 
Washington, have presented figures on pro- 
duction, employment, distribution and so 
on, but the human side — the living side 
of the appliance story, has not been told in 
a concerted and coordinated manner. 


This is a Vital Story that Deserves Telling! 


Electrical Merchandising will devote its 
November Issue to the presentation of this 
story in all its phases and parts! All told, 
it will constitute a dramatic, timely appeal 
to the influential elements in and out of 
Washington, and be an inspiration to those 
concerned with the production and distri- 
bution of appliances throughout America 


“And thet the Billion Doller Electrical Applionce indus 
wy, with it: thevsend and its hun 
dreds of thousands of workers, occupies @ vitolly 
importent ploce in the economic structure of this 
country 


RESERVE YOUR SPACE NOW! 


A McGRAW-HILL PUBLICATION 
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Editorial Contents of the No- 
vember Issue of ELECTRICAL 
MERCHANDISING 


Here's a partial outline of the story Elec- 
trical Merchandising will tell in its Novem- 
ber Issue. The editors are endeavoring to 
cover all important appliance applications. 


APPLIANCES AND PUBLIC HEALTH—Men- 
ace of possible epidemics reduced by hot water 
and personal cleanliness and by better prepored 
and preserved food. 


THE VANISHING VITAMIN — Retaining the 
nutritive and protective values of food through 
good domestic refrigeration. 


ECONOMIC VALUE OF THE HOME LAUN- 
DRY—Clothes last longer, fewer replacements 
are needed, less household linen in the closet 
but more clean linen in use. Dollars of saving 
with higher dards of cleanii , through 
electrical home laundering. 

UGHT AND A NATION'S EYESIGHT— High- 
er intensities and better directed and controlled 
lighting preserve good vision from childhood to 
old age and at a time when it is vital to Defense 
(the story of better lighting). 


MUSIC AND CONTENTMENT — Radio and 
phonograph bring i ond edi i 
to millions of homes and a direct contact with 
government! 


FOOD PRODUCTION AND FARM LABOR— 
““Feod is our Fifth Column” says Secretary Wick- 
ard. Electrical equipment in dairy, poultry and 
farmyard and in farm homes take over the work 
of human muscle. (The story for electrical farm 
“work” equipment). 

BETTER NUTRITION AT LESS COST — 
Elecwic ranges, roasters and other cooking equip- 
ment preserve food values and flavor. Less ex- 
pensive meats made more appetizing and nour- 
ishing (the story for electrical cooking). 


OCTOBER, 1941—ELECTRICAL MERCHAND!S! 


It is the first opportunity the entire elec- 
trical appliance industry has had to present 
a united front — to have its true story told 
by an independent, authoritative me- 
dium (which is recognized and accepted 
nationally). 

Obviously, the greater endorsement this 
factual appliance story has by manufac- 
turers, the more effectively it will reach 
its objective: To gain for the appliance 
industry a greater opportunity to give the 
American public an essential service (and 
recognition of that service by those in 
high places). 

To those manufacturers who will join 
with Electrical Merchandising in presenting 
a just case for the appliance industry, we 
suggest that your advertising message be 
attuned with the editorial theme of this 
November Issue. Present the case for your 
own product. The collective effect of this 
information — the dynamic statements of 
the manufacturers themselves — backed 
by the editorial presentation will constitute 
a most imposing record. 


ADVERTISING FORMS FOR THE NOVEMBER 
ISSUE WILL CLOSE NOVEMBER 3. 


MERCHANDISING 
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IISTRIBUTORS 


APPOINTED 
— ASSIGNED FOR THE EMERGENCY... 


EUREKA 


uncement of the appointment of 
Radisco, Inc., Newark, N. J., as 
stors of Eureka vacuum cleaners in 
Jers sey is made by George T. 
;, vice-president in charge of sales 
Fureka Vacuum Cleaner Co. 


War 


Textiles for uniforms, Sy Paper Board 
Max Krich, president of | 

Krich Newark, Housing, Ships carrying cargo, Rubber and 
re, and Paul Krich, vice- 


i for mechanized equipment, 
ent, officially announced the addi- 4G 


ie 
f vacuum cleaners to their line of | 
lid appliances at a special dealer 


linic held in Newark this week. for machines. The Production appl = of these and a stream 


Petroleum 


h-Radisco, which is headed by Max 


itives of the factory, headed by O. 
nlberg, assistant sales manager, at- 


ei one of the largest orders on record _ oO ot er t ings caus tor MONEL, 

Eureka, are planning an extensive 

‘ cooperative advertising campaign. 


conus | for INCONEL~ = and for other INCO Nickel Alloys. 


yor Appliances, Incorporated, at 
+ South Lisbon Avenue, Tampa, 
la, has been granted a franchise as 
butor for The Crosley Corporation 
area. 


PREMIER Dy normal 


¢ Premier Division of the Electric | 
um Cleaner Co., Inc., Cleveland, 

Wood-Alexander & Company, 555 | d 

Street, Hartford, Conn., as sole y our rst uty 
“butor of Premier vacuum cleaners 
he entire state of Connecticut as well | 
dampden, Hampshire and Franklin 
ties in Massachusetts. 


te is to supply the requirements created by The Emergency. 


| 


Hrowth of the Stewart-Warner Sales 
~ration which originated in Hart- 
fin 1914. Mr. Alexander has been 
ciated with the organization since THE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. 
year whereas Mr. Wood did not 
tthe company until 1928, at which 
the Wood-Alexander & Company 
iormed. 


MAGIC-AIRE, INC. 


was recently announced by Mr. W. | INCO NICKEL Al | OYS 
Mayer, general manager of Magic- 

Inc., 1734 Ivanhoe Road, Cleveland, 

th » hac ypointed three new 
MONEL “K” MONEL “S” MONEL “R” MONEL “KR” MONEL INCONEL * NICKEL * “Z” NICKEL 
ttheastern Radio, Inc., 588 Common- 
th Ave., Boston, Mass., is the ex- 
ve Magic- Aire distributor in west- 
Massachusetts. 

meyer’s, Pocatello, Idaho, is dis- 
ting Magic-Aire Cleaners through 
‘-mountain states. 


Sheet... Strip... Rod...Tubing... Wire... Castings 


N.Y ¢ new Magic-Aire distributor for 
“eastern Ohio is the Arnold Whole- | 
Corporation, 5209 Detroit Ave., | 
dand, Ohio. | 
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Talking to your customers 
and prospects through business 
publications, telling a story that is 
complete enough to be really help- 


ful, informative and satisfying — 


Can help you get more orders; 


—or explain why you can't take any more! 


Can help you develop inquiries and correspondence; 
—or ward them off by wholesaling the information 


your prospects want. 


Can build new markets for your products; 
-or insure your hold on those you've previously 


built but cannot now adequately serve. 


Can make new friends for your Company and products; 


—or keep those you already have. 


Can compete for today’s business; 


—or cultivate business for tomorrow. 


Advertising is first, foremost, and all the time, a fast, 
economical and effective way of talking to customers, 


and prospects about problems of mutual concern. 


Business publication advertising offers you the unique 
advantage of talking to specific groups in terms of their 
own particular interests, and yours, and of reaching 
more people simultaneously in that particular group 
than you can reach in any other way—at least, that is 
the case if you use ELECTRICAL MERCHANDISING, 
acclaimed generally as the preferred publication of the 


electrical appliance industry. 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK, N. Y. 


COOP 
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SHOWROOM HELPS “DEALER 


DURING APPLIANCE SHORTAGE 


| ST. LOUIS—One of the worst prob- 
|lems of the present national-defense in- 
spired lack of appliance delivery is the 
fact that many small dealers who can- 
not obtain appliances are being forced 
|}out of business, according to Dean 
Whiteman, merchandise manager for 
Westinghouse’s St. Louis division. “When 
dealers have to sell their samples, and 
cannot replace them quickly, they’re 
more than likely to go out of business 
altogether,” he pointed out. 

When 18 dealers in various lines in 
St. Louis closed their doors during 
August, Westinghouse took a novel step 
in solving the problem by signing a 
five-year lease for two stores in a newly 
remodeled hotel building at 612 North 
Kingshighway near the center of the 
city, and remodeling the two stores into 
one large showroom. Here it will be 
possible for all Westinghouse appliances 
to be displayed at their best, with pro- 


vision for any dealer franchised with 
the line to use the showroom to close 
sales with his prospects. Operating as 


a direct link with the factory, the store 
can be reasonably certain of obtaining 
a full stock of appliances, thus taking 
this worry off the dealer's mind entirely. 


The convenient location of the new 
store replaces a formerly difficult to 
reach showroom at 222 North Grand, 
within 15 minutes of most dealers in- 
ivolved. The store is handsomely laid 
out with broad display windows with 
fiuorescent lighting, linoleum floors, 
white plaster walls, and a_ convenient 
space for dealer meetings or cooking 
school promotions. The interior is di- 


vided into sections for display of ranges, 
refrigerators, washing machines, sewing 
machines, roasters, air conditioning, and 
commercial refrigeration. None of the 
merchandise will be on sale at the store, 
except for commercial _ refrigeration, 
which has a separate sales organization. 
One full-time demonstrator will be kept 
in charge of the store, keeping it open 
until 8:30 each evening. His job will be 


merely to assist salesmen an! 
with their demonstration, maki: y 
ders, and controlling delivery. 


An all-electric kitchen wil! be | 
| stalled in f 


one corner of the store. 
cording to Mr. Whiteman, for th 


| venience of dealers specializing in p 
| kitchen selling, and also for mass 


onstrations for prospects or salesme 
Approximately sixty dealers jn 


| Louis and St. Louis County — will by 
| titled to use the showroom, whic! 


rid them of the necessity of keeping 


| a full stock of all appliance lines 


| ance Corporation, Brooklyn, N. Y.., pas 


A Westinghouse for Peckinpaugh 


A promotional campaign on the Laundromat, the new Westinghouse automatic 
cycle washer, came to a climax with a baseball party at a night game in Cleve- 
land Stadium between the Cleveland Indians and the New York Yankees. 


they cannot be obtained. “We believe : 


is the only feasible means of keeping 
ers contented under present 


to keep the showroom as well sto 
as the government 


through the showroom, which den 
strates that appliances cannot be . 
unless they can be actually show 


the prospect.” 


pre Iblen 
Mr. Whiteman summed up, “and in: 


will let us. W; 
already making a heavy volume of s 


FRANK GARDINER 


E. Frank Gardiner, one time adver! 


ing manager of Commonwealth E 
Company, Chicago, and_ previously 
nected with the Midland United Co 
Sept. 4 of a heart 


Chicago. 


HARRY L. BERNSTEIN 
Harry L. 


Bernstein, 49 years oi 
director of f 


sales of the Wabash A 


away suddenly September 5th. His 
was unexpected and came while 
Bernstein was on a_ vacation tri 
Tampa, Florida. He leaves his wi 


two daughters and two sons, residing 


167 Hastings St., Brooklyn, N. Y 


In a 


ceremony at home plate just before the game, Manager Roger Peckinpaugh 


of the Indians was presented with a new Westinghouse refrigerator. 


Left to 


right in the above picture are A. R. Heck, Merchandise Manager of Cleveland 
Wesco Provincial, R. P. Leon, Sales Promotion Manager of Cleveland Wesco 
Metropolitan, Manager Peckinpaugh, and C. G. Lammers, Merchandise Manager 
of Wesco Cleveland Metropolitan, who made the presentation in behalf of the 
150 dealers and dealer salesmen who won tickets to the game and cash prizes 


in the sales event. 
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GOOD 


GIBSON 


With civilian production curtailed, the refrigerator sales you make 
should be in the higher unit brackets in order to preserve your dol- 
lar volume. Neither you nor we want that dollar volume to come 
from inflating the price of an ordinary refrigerator. Instead, it 
should come from featuring a refrigerator that is really better—a 
refrigerator that does more for the customer and therefore justifies 
the price you ask. Gibson, with the exclusive Freez'r Shelf, is that 
kind of merchandise . . . the Freez'r Shelf provides the different 
appearance and better performance that will open the well-filled 
pocketbooks of the 1942 buying public. Don't commit for a line 
until you've seen Gibson for 1942, because Gibson will do in '42 
what Gibson has done for the past several years—namely, turn in 
a performance ahead of the industry's average. 


For '42 there's a new Gibson Kookall Electric Range line . . . Three models—one 
for the luxury trade, another for high-to-medium incomes, and another one for 
medium-to-low incomes. More flash—more value—more reasons-for-buying in 
the '42 line than ever before. See it at your distributor's! 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 


GREENVILLE, MICHIGAN Export Office—201 N. Wells St., Chicago, U. S. A. 
Cable Address: Gibselco, Bentley Code 


Makers of Freez'r Shelf Refrigerators and Kookall Electric Ranges 
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MRS. NEAT 
says: 
fal MY RANGE IS ALWAYS SPOTLESS 


YR WITH ITS FLAT-TOP, EASILY CLEANED 


CHROMALOX 


ELECTR Ic RANGE 


5 


4 


DEALERS—tThere are profits in clean cooking! 


Housewives take pride in the ap- 


on this seven-heat Chromalox unit. 
Explain the economy of the fam- 
ous Chromalox Two-Units-in-One 
feature — selective cooking areas 
with rings of heat to fit any sized 
pot or pan. Use Chromalox units 
for replacement purposes — they 
fit all ranges. Get your share of 
range sales and replacement busi- 
ness with Chromalox units! Write 


pearance of their kitchens. They 
want an electric range that looks 
good—and stays good-looking! 
The all flat top Chromalox unit is 
a snap to clean—just wipe off the 
top in two or three easy strokes. 
Nothing to take apart. No open 
spaces for food to drip into. 


for the book—"'How to Sell More 
Ranges”. 


Show the housewife how easy it 
is to prepare good-tasting meals 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 


THE ULTIMATE 
tN 
QUALITY 


S 


oF on 


IGNAL ELECTRIC MFG. CO 


MENOMINEE, MICHIGAN 


NEW SALES HELPS AND LITERATURE 
FROM THE MANUFACTURERS 


onstration for the retail salesman and 4 
point-of-sale control by the manuiactyy, 
over the salesman’s sales floor demy 
stration. 

The book attaches on its own case] ; 
the rim of the washer. It measures 1] } 
17 inches and contains 16 pages printa 
on heavy cardboard stock in two colo; 
A plastic binding is used. Depend; 
almost entirely on large photograp 
the book contains barely 300 words 
caption copy. 

Thirty-one “key words” are based 
the five chapters into which the book 
divided. These chapters correspond to t 
basic steps in home laundry—washi: 
water removal, rinsing, etc. Retail sale 
men are required to learn the 31 
words and are given an oral test by t 
local Easy representative. Those pass 
the test are awarded a $2 automa 
pencil. 

A card order for the pencil is sent ; 
the factory by the Easy representati 
From the names of salesmen passing t 
test, a mailing list is compiled to provi 
the Easy sales department with a han 
picked list of qualified Easy salesm 
who should receive subsequent 
training material. 

To promote the program to the tra 


Easy reading of Easy Washing Machine's 


new sales trainer, the "Miracle Minute 


Demonstration” is provided by large Easy representatives were provided wit 
cal a special kit. In addition to the ord 
photographs, two-color printing, and hiouks. 


sample pencils, demonstrati 
book, etc., the kit contains a large pr 
motional book plugging Easy leaders! 
in the top-quality field. The 


very little written matter. Here a dealer 
uses the book in a home demonstration. 


Easy in New Sales 
Training Program 
SYRACUSE, N. 


boom started, thereby establishing a sol 
foundation of consumer — acceptar 


Y.—With the drait GLOBE AMERICAN 


taking its toll of experienced salesmen, Globe American Corporation, Kokon 
manufacturers are having a tough job | Indiana manufacturers of Dutch Oy 
training raw recruits and to solve this | gas, electric, coal-wood, and coal-woo 
problem, a new sales training program | electric combination ranges annouw 


on its top-priced washers, the Spindrier 
series, has been launched by Easy Wash- 
ing Machine Corporation, Syracuse, N. 


that they will be glad to send a free o 
of their new book, “Delicious, | Easy-t 
Cook Early American Recipes,” to a 


Y,. according to W. H. Reeve, sales | reader of this publication upon reques 
manager. The Dutch Oven Recipe Book not o 
The Easy “course”, in which several | contains an unusual and interesting ct 


lection of early American 
also contains complete 
and mineral charts. 


thousand salesmen already are enrolled, 

features a newly-developed “Miracle Min- 

ute Demonstration”. The demonstration | 
is contained in a large book, designed to 
serve four purposes: 1) as a sales train- 
ing manual, 2) a self-demonstrator to 
casual shoppers, 3) an in-the-home dem- 


recipes, 
vitamin, calori 


rate editions for electric 
ranges and coal-wood and 
electric combination ranges. 


coal-woo 


New Universal Cleaner Displays 


UNIVERSAL 


exclusive! 


CLEANS WAXES POLISHE 
GUSTS OFODORIZES CEMOTHS 
PURIFIES SPRAYS SHAMPOOS 


The new tank-tyoe cleaners just announced by Universal will be backed up by 
colorful display material according to an t g from 
Landers, Frary & Clark. Largest of the display units is an all metal stand (right) 
that will accommodate both the deluxe and the economy models at the same 
time. A number of shelves and sockets on the display provide a separate 
stage for each of the attachments to occupy. And to help dealers merchan- 
dise the Tattle-Tale Light feature, Universal is offering a sturdy, well constructed 
flasher display (left) in four colors and two-tone lighting effect. 


OCTOBER, 


piece ex 
plains how the Easy Spindrier progra 
was launched months before the defen: 


The recipe books are available in sepa 
range, 
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Here are the two pocket calculators 
devised for the assistance of Frigidaire 
dealers and salesmen. Top, the electric 
cooking cost finder; right, the water heat- 
er calculator. The card insert is partly 
vithdrawn from the celluloid sheath in 
both instances, showing how the figures 
register in the little apertures. 


FRIGIDAIRE 


Frigidaire salesmen and dealers are 
ecooming pocket edition Einsteins, thanks 
a couple of handy little calculators 
ently devised for their assistance. 
Even the mathematical laggard who 
udly knew a square root from a cube 
{sugar is transformed into a lightning 
mputist. For Frigidaire has designed 
ese little gadgets to supply a quick 
aswer to problems which have long 
tumped appliance salesmen: 
What size water heater does the cus- 
need? 
What would be its operating cost? 
What would be the operating cost of 
n electric range, considering the size of 
e family? 
These and other questions can be reck- 
ned quickly on the calculators. 
Both the water heater calculator and 
range cost finder are similar in 
ppearance. Each one consists of a cellu- 
id cover and a slide which fits into it. 
he unit is about seven inches long and 
inches wide. 
The water heater calculator is some- 
shat more comprehensive than the range 


bist finder. It must be used in conjunc- 


n with a personal survey form in which 
‘recorded the approximate number of 
i) and shower baths a family takes; the 
pmount of dish washing, hand washing, 
aving and the extent of household and 
niant laundry. 

The survey form gives the approximate 
umber of gallons used for each function 
od this is totaled. Then the salesman 
lls the slide from the calculator until 


hat total figure appears at an aperture 


1 the envelope. Corresponding windows 
reveal which model heater is needed. By 
cans of a little table printed on the 
ilculator the salesman is enabled to 
rive at the approximate monthly cost 
| operating the heater. 

he range cost finder is comparatively 
‘mple. Manipulation of the card reveals. 
hrough apertures on one side of the 
dluloid covering, the monthly cost of 
“king on a Frigidaire electric range, 
‘pending on the number of persons in 


‘e family and the local electric cooking 


tte. The reverse side shows the basic 
ad plus features of every model range 


G-E INSULATING MATERIALS 


A new 60-page catalog containing {ull 
Nermation on’ the entire G-E line of 
ulating materials has been published 
¥ the Glyptal and insulating materials 
‘ales section of the General Electric 
‘~pliance and merchandise department, 
“ridgeport, Conn. Copies will be sent 
those having an interest in this sub- 
‘ct. The catalog lists prices, and de- 
cribes hundreds of items, including dif- 
‘rent varnished cloths, varnishes, Glyp- 
als, tapes, cords, sleeves, varnished tub- 
gs, mica materials, wedges, and solder- 
materials. 


COST FINDER 


1.26 
Mow toe the “Cont Finder” Required for Cooking ty Different 
loca! rate 7 nda. 
Sized Families Using Frigidaire Electric Ranges 
your atility compeny 
out ta ard 
1.89 ih window tabseled 
m ber (om. 
inated Momthiy Combing (outs indicated on thes card eve bowed 
contin g wath, 


| 56 | 72 | 84 | 95 [102 


BR to be construed guarantee of the cum of 
Cuckeng under any 


-, 

asta 
| 1600 | aos | | 
4708] 1600 | 438 | 675 
1700 | ase | | 700 

3000 | B70 1000 | 618 | 9600) 
3100 987 2000 2900 | 763 
8000 | 610 


Deluxe Clock 
hop Merchandiser 


Clock Shop 


The clock section of the General Elec- 
tric Company, Bridgeport, Conn., is of- 
fering dealers a deluxe clock shop mer- 
chandiser. A handsome design in col- 
onial moti‘, brilliant illumination, and 
durable construction are features of the 
new unit. The construction is entirely of 
seasoned wood and metal, finished i1 
antique ivory. A center panel is covered 
in dark green cloth background with a 
bronze-colored metal grille. Indirect 
lighting throws brilliant illumination on 
all the shelves. The unit is 7!/4 feet high, 
4 feet wide, and one foot deen. 
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Most Oil-Burning Heaters and Appliances 
now use A-P DEPENDABLE Oil Controls—for 
assurance of “the most heat from the least 
fuel”! Fuel Economy has always been an im- 
portant Sales Advantage on these Appliances 
. .. And now it is more important than ever 
before as an aid to Defense program of “Oil 
Conservation.” 


Point out these A-P) Dependable Controls to 
your prospective customers. Then tell them how 
they may enjoy even more comfort and con- 
venience at a saving in oil consumption—by 
adding an inexpensive A-P THERMOSTAT and 
Heat Regulator Set. 


AUTOMATIC PRODUCTS COMPANY 


2400 MORTH THIRTY — SECOND STREET 


MILWAUKEE @ WISCONSIN 


we New 1941 Edition of the “A-P Album of 
Space Heater Selling” tells you how to make 
more sales, more profits this year on Oil- 
Burning Appliances. Write for YOUR copy 
today. It’s FREE to all Retail Salesmen. 


At 
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— HE SAYS THESE NEW WILCOX-GAY METAL 
DISCS GIVE HIM THE QUICKEST TURNOVER / 


SELL WILCOX-GAY RECORDING DISCS 


This fast-growing market offers steady, substantial year around profits. 
Consider these advantages: 


SMALL INVESTMENT* Like “five & ten” merchandise, Wilcox-Gay 


discs produce volume and quick turnover on a small investment. 


CONSISTENT TRAFFIC-BUILDER «+ Disc buyers are steady cus- 


tomers, They afford a valuable contact for additional sales. 


READY-MADE MARKET « A huge disc market exists and is 
expanding rapidly in stride with home recording. 


Wilcox-Gay is the world’s leading manufacturer of home recording equip- 
ment and recording discs. Investigate Wilcox-Gay’s new disc-merchandis- 
ing program. Contact your Wilcox-Gay distributor or write the factory. 


WILCOX-GAY RECORDIO 


RECORDER-RADIO-PHONOGRAPH COMBINATION 
WILCOX-GAY CORPORATION ¢ CHARLOTTE, MICH. 


Sell Them 
ON ELECTRIC COOKING COMFORT 


More automatic features than 
any electric range has ever 
offered before! More selling 
points the comforts of 
electric cooking! That's the 
Cavalier K-45 — only electric 
range ever built with time and 
heat-controlled appliance out- 
let for percolator, electric iron 
or griddle. Multi-Heat 
Selector controls three surface 
units 


for 


as well as appliances, 
while Automatic Timer Con- 
trol is provided for Budget 
Cooker, Oven, Appliance Out- 
let and surface units. 
Other features include Over- 
Size Oven with extra-thick 
insulation. Fast Oven Broiler 
with special smokeless rack. 
Warming drawer with appli- 
ance. Two storage drawers. 
K-45 “automatically” sells your customers on the advantages 
which electric cooking alone provides. For information write 


two 


CAVALIER CORPORATION 


Chattanooga, Tennessee 
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Don’t Give Your Washer 


Prospect a ‘ 


washer.” If the woman insists she 
must have a demonstration in her 
home, Bill checks and double checks 
her before the machine is sent out. 

When the deal is consummated the 
store takes care not to allow any 
more for a trade than what can be 
had out of it. A machine that is not 
running is no good. Furthermore, 
jockeying on allowances hurts the 
house. Word gets around and nothing 
makes a customer more sore than to 
discover that the woman a few doors 
away has got a much better allow- 
ance on her old washer than she has. 

The house policy is to go out and 
look at every trade before it is taken 
in. The firm knows it can get $4 
for a running motor and get some- 
thing from the copper and aluminum. 
The policy to date hasn’t been to do 
a great deal with the machines taken 
in. In the first place a check of the 
basement reveals that all of them 
are over 11 years old and some run 
up to 22 years in age. The other 
day 250 used washers were sold to a 
junk man, and the basement was full 
again when this was written. 


Booster Fees Used 


The heart of the operation at Toledo 
lies in booster fees. Bill Gerrick 
personally paid out $127 in booster 
fees during the last year. A _ pros- 
pect’s name sent in which results in 
the sale of a twin-tub machine is 


“Brush-Off” 


CONTINUED FROM PAGE 5 


The result is obvious. The sale. 
man talks, thinks, demonstrates tw; 
tubs. 

Every morning at 8:30 there js 
meeting of the salesmen dat the sto; 
and again at noon they are requir 
to either come in or call. There 
careful bookkeeping on all prospec; 
visited by salesmen and for ninety 
days after a salesman has filed a na: 
he is given protection. Should }y 
fail to re-file however, and some oth 
man closes the deal the salesman 
out of luck. The card files are car 
fully kept and it is the bible of th 


place. great, st 
fon of fu 

and pre 

The Romance ‘ening 

of a Business i, brough 

s added. 

This is the technique of an operfiifterin-Chie 
ation that has sold some 178 doubled Associate 
tubs since the first of the year. Thi | 
is the system of a store that con — 
sistently sells more of the 2° 
priced machines than anything else in co 


And furthermore, “they stay sold adhere useful 
there has been only one revert on 
twin-tub during the first nine month 
of 1941. 

The story of how J. G. Watsojmr 
started this business reads like ar 
mance. A farm boy in Michigan, hf 
had seen his mother labor over dii 
ferent tubs of water doing her laundry 
When he saw his first twin tub mode 
more than 17 years ago he wa 


tributors 
speciali 


most aut! 


Thousand 


16 B 


and C 
factors 
feetrie and 
Cirewits 
Heasurement 


good for a $3 cash bonus. 


turned over in money. 


or 


much better than premiums, it has So successiul was his selling tha 
been discovered. when there was a vacancy in Toled 

Some 75 percent of the leads re- R. G. Hunt of the Dexter Compam 
sulting in sales are sent in in the the famous “sage of the raspberr 


form of these tips. 
the system that books are 


buyers so that they can send in a 


This can 
be applied on a washer being bought 
Cash is 


So popular is 


instantly converted and buying a fe 
machines stored them in a barn whil 
he peddled others about the country 


belt,” called on Mr. Watson and per 


Properties of 
revit Elem 


Transformers. 
ws and Rea 


AC Genera 
Votors 


Genera 
Notors 


fectifiers ani 


Prime Mover: 


dozen or more leads if they wish. 

“We are careful to state 
tip will only be honored if it has not 
been given to us previously by some- 
one else,” Mrs. J. G. Watson, says. 
“Before we put these qualifying points 
in our booklet there was some conflict 
when more than one person sent in 
the same prospect’s name.” 

“Don’t forget to say the hub of the 
booster system is the actual paying 
out of fees promptly,” added Bill Ger- 
rick. “Nothing will, dry up customer 
goodwill more quickly than any fraud 
in this respect. In fact, around here 
if a customer has to call at the store 
to get the booster fee we fine the 
salesman $1. We want every man 
to go tearing out to the house and 


issued to suaded him to move to Toledo. Pla 

across from the leafy courthous rower syste 

are where farmers and 

square where farmers and others trans 

that a came to pay their taxes and ther@@jrwer pistri 
was a constant flow of traffic, 


opened up shop in a store that ha 


sof th 
since doubled in floor space. a 


Gradually working out in the cit aor 
he obtained a backlog of twin Standard. 
users who have since made the Dexte es 
franchise highly valuable. Today th@ nea it, 
main element of success is the seurity ii 
cleanliness of the store, its tranquiggh 
quality atmosphere and the thoroug fies the righ 
complete presentation of the twin tu! — = 
story that sticks to its knitting 20GB aa, mean 
quite ignores the price appeal thaQjjov tater. 


diverts so many shoppers attention 
The customer feels that here is som 
thing, and being impressed with th 
fact that she is making a long tert 


Send 
10 DAY 


deliver the money in person and thus investment gives it careful considera fi}sssscsses 
make new contacts.” tion. The way the sales roll in ig “6RAw. 
Bill Gerrick feels that the reason proof a lot of them are converted. ROW. 4: 
dealers fail to sell high priced models The organization consists of Bill snd me tn 
such as his twin-tub is due to lack  Gerrick, Mrs. J. G. Watson, Lorenz approval 
of concentration. By having a twin- Curtis, Ross Bailey, Robert Mungit{i we pay 
tub the only machine that is full Ted Kessler and Miss Liza Lovee"! 
of water and in a position to be Miss Love’s job is to catch the com 
demonstrated, he forces concentration _lections as they come in over th@\w 
on it. Whenever he hires a new man transom. and St 
he gives him all of his training on In addition to selling washer; tht 
the twin tub and says nothing about store carries Frigidaire refrige: sto. 
the single tub. ranges and Ironrite ironers. Book sent 
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NEVER BEFORE SO MUCH PRACTICAL 


HELP FOR ELECTRICAL ENGINEERS 
IN A SINGLE VOLUME... 


ust out... 


THE NEW IMPROVED 
7TH EDITION 


for 


ELECTRICAL 
ENGINEERS 


else 


great, standard, handy-reference com- 
ion of fundamental theory. standards, 
s, and practice, from all fields of elec- 

engineering — now thoroughly re- 
4, brought completely up to date, new 


s added. 


or-in-Chief, ARCHER E. KNOWLTON 


Associate Editor (for Engineering) 
of Electrical World 


Format. 


Seventh 


of the Standard 


ook now in standard textbook size— 
mitting larger type and illustrations, more 
rial in convenient form, fuller indexing— 
ore useful book in all ways. 


now 


rt treatment 


102—every section 


no 


expe 
mest authoritative and dependable infor- 


Thousands of useful facts ia these 


26 BIG SECTIONS 


and Conversion 
factors 


teetric and Magnetic 
Cirewits 


Heasurements 
Properties of Materials 
ircuit Elements 


Transformers, Regula- 
ws and Reactors 


Generators 
Wotors 


Generators and 
Votors 


fectifiers and Conver- 


Wiring Design—Com- 
mercial and indus- 
trial Buildings 


Itlumination 
industrial Power Ap- 
plications 

Electric Heating and 
Welding 

Electricity in Trans- 
portation 
Electrochemistry 
Electrometallurgy 
Batteries 

Wire Telephony and 
Telegraphy 


Prime Movers @ Electronics and Elec- 

Plant Eco- tron Tebes 

mics @ Radio and Carrier 

Power System Elec- Communication 

real Equipment @ Codes and Standard 

ower Transmission Practices 

Power Distribution @ Electrophysics 
Price—$8.00 


sof thousands of en- 
have benefitted 
former editions of 
Standard. With this 
“date edition you 
oe. On hand when 
need it, the book 
security in trouble- 
situations, saves dol- 
hours, and effort by 
the right, depend- 
answer at the right 
Take this easy step 
may mean so much 
later. 


Send this coupon today for 
10 DAYS’ FREE EXAMINATION 


NEW YORK—tThe first two-day con- 
ference of utility company home service 
directors and home economists was held 
at the auditorium of the Electrical and 
Gas Association of New York, Inc., Sep- 
tember 4-5, under «the auspices of the 
Home Service Committee of the Edison 
Electric Institute. More than 250 guests 
heard the importance of the functions of 
the home economists emphasized, saw the 


McGRAW-HILL BOOK CO., 
New York 


‘ad me the new 7th edition Standard Handbook 

Electrical Engineers for 10 days’ examination 
I will send you $8.00, 
or return book postpaid 
pay postage on orders accompanied by re 


20 W. 42nd St., 


approval. 
We 
Nance.) 


Y aud State 


i 


be ny 
Bows 


In 10 days 
few cents postage, 


sent on appro inl 


10-41 
and Canada only) 
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newest ideas for demonstration of all 
| types of appliances for cooking and light- 
|ing applications, and learned the latest 
| facts just developing in the National 
| Nutrition Program, menu planning and 
| the preparing of nutritious meals from 
limited food varieties. 


“The effects of the war in England 
|have shown us that women can be of 
the greatest service in educational work 


| among all classes, on preparing well-bal- 
| anced, nutritious meals from limited 
varieties of food,” says C. E. Greenwood, 
| Comme rcial_ Director, Edison Electric 
Institute. “They are also helping to spur 
economical use of electricity in the home, 
and to rehabilitate older appliances in 
the event of the demands of defense pro- 
duction producing drastic cuts in appli- 
ance manufacture. 

“As we approach the emergency period, 
these problems will grow in importance. 
The Edison Electric Institute has spon- 
sored this conference as a preparation for 
|the months to come.” 


Fern Snider Opens Session 


Opening remarks by Miss Fern Snider, 
Chairman of the Home Service Commit- 
tee, E.E.1. and Home Economics Director, 
Georgia Power Co., who organized the 
conference, were followed by Mr. A. E. 
Schanuel, of the National Adequate Wir- 
ing Bureau, who spoke on the necessity 
of adequate wiring; Miss Myrtle Fahs- 
bender, Westinghouse Electric & Man- 
ufacturing Co., on “Modern Lighting for 
Modern Living,” and Mrs. Irma Jenner, 
Graybar Electric Co., with the latest 
ideas in sewing machine presentation. 

Miss Edwina Nolan, Manager Home 


Service Section, General FE lectric Co., 
concluded the first session with a “Patri- 
otic Call to Homemakers.” Miss Nolan 


discussed the planning of protective diets 
with sufficient vitamins, the functions of 
the electric range, refrigerator, etc., in 
| preserving these natural food elements, 
and the need for housewives to conserve 
their strength with labor-saving appli- 
ances. 

Miss Lynne Fox, Director Home Serv- 
ice Staff, Landers, Frary & Clark, pre- 
sented the economic advantages of owning 
an electric range, with several unusual 
cooking feats for the home service per- 
sonnel to use in getting 


1941 


and holding the 


Westinghouse, with half its activities now on defense, got to worrying about how 

their employees, in the army, were eating. So Julia Kiene, home economics head, 

is baking 12,000 cookies to send the boys. There are 500 Westinghouse men with 
the armed forces so that takes a lot of cookies. 


HOME SERVICE WOMEN MEET 
IN TWO-DAY EEl CONFERENCE 


attention ot the casual observer. 

Miss Marguerite Pressnell, Home Serv- 
ice Director, Detroit Edison Co., fea- 
tured a novel idea to demonstrate the 
cheapness of electric service in her pres- 
entation. Miss Ruth Graham, of Electro- 


master, Inc., showed how to incorporate 
the nutrition story with the economy 
angle of utilizing available foodstuffs, 


and the added dash of glamor that inter- 
ests adults as well as children in eating 
healthful foods. 

Miss Mildred Nichols, Director, Home 
Economics, Graybar Electric Co., Polly 
Gade and Isabel DuBois, Nash- Kelvina- 
tor Corp., concluded the day’s sessions 
with new ideas for demonstration of 
appliance advantages. 


New MKB Movie Shown 


“It Happened in the Kitchen,” The 
Modern Kitchen Bureau’s new full color 
talking motion picture, was previewed by 
the guests and received an enthusiastic 
welcome. 

Henry Johnson, Kitchen Planning Con- 
sultant, Connecticut Light & Power Co., 
told the conference how an inexpensive 


kitchen planning kit, complete with tiny 
appliances, cabinets, etc., can be brought 
to the customer’s home to dramatize 
“the way your kitchen can look!” 

Miss Helen McKinlay, of the Lamp 
Division, General Electric Co., brought | 
the conference up-to-date on the latest 


developments in lighting equipment. Mrs. 
Dorothy Tucker, Buffalo Niagara Elec- 
tric Corp., and Mrs. Blanche Card, Bos- 
ton Edison Co., discussed “Lighting Pres- 
entation Ideas,” showing how custom- 
er's hobbies may be used as_ starting 
points for the demonstration of the need 
for adequate lighting intensities. 

Miss Clara Jahn, Director Home Eco- 
nomics Department, Edison General Elec- 
tric Appliance Co., analyzed the 
importance of the electric range in pre- 
paring better foods as prescribed by the 
National Nutrition Program, and the ex- 
tensive use of electric appliances as time 
releasers to permit housewives to take 
more active part in civic weliare 
other organizations of current interest. 

The need for recipes, menus, etc., suit- 
able for mass distribution to customers 
was emphasized by Mrs. Bill Schnirring, 
Swartzbaugh Manufacturing Co. 

New tricks for demonstration 
versatile electric roaster were presented 
by Mrs. Anne Sutter, Home Service Di- 
rector, Duquesne Light Co. 

Mrs. Julia Kiene, Manager Home Eco- 
nomics Department, Westinghouse Elec- 
tric & Manufacturing Co., and Miss 
Charlotte Ferris of Westinghouse, showed 
how “Electric Living is Healthful Liv- 
ing” with the new “Vitamized 


of the 


Meals.” 


| 
| 
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FOR SERVICE 
BY WOMEN 
WHO DEMAND 
EXTREME 
CLEANING 
EFFICIENCY 


and we VOLUNTEER 
TO PROVE THAT - 


THE NEW 


Cylinder Type 


CADILLAC 


VACUUM CLEANER 


WITH 
2 SPEED 
CONTROL 
AND POWERFUL 
DUAL SUCTION FANS 


IS THE 


PROFIT 
MAKER 


YOU WANT 
TO 


SELL 


CADILLAC ADVERTISING 
BACKED BY CADILLAC SUPREME 
QUALITY, WILL MUSTER AN ARMY 
OF BUYERS FOR YOU 


WITH EFFECTIVE CLEANING ATTACH- 
MENTS IN THE CONVENIENT CADILLAC 
MARRY-KIT—THE RETAIL SELLING PRICE 
S STILL 


ontr $59.95 


WRITE TODAY FOR COMPLETE DE- 
TAILS OF OUR SELLING PLAN 


CLEMENTS MFG.CO. 


6666 So. Narragansett Ave., Chicago, Ill. 
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AKRON FEATURE APPLIANCES 


Ready Now for Immediate Delivery! 


Proven Instant Sales Attraction 


A truly convenient and different table 
appliance—immediate appeal on dis- 
play. Bakes tempting muffins, bis- 
cuits, etc., perfectly every time. Even 
heat distribution is obtained in both 
top and bot- 
tom cups. 
Popularly 
priced — re- 
tails at $7.95. 


Every One is a 
Prospect for a Lamp 


CONTINUED FROM PAGE || 


Another home service advisor found 


| that her best leads came from women’s 


| clubs 


where she demonstrated what 
could be done to repair old lamps or 
turn them into new ones at little cost, 


| later making appointments with the 


members to call at their own homes to 
help solve individual problems. 

One successful girl worked the Boy 
Scouts, starting a contest among the 
boys to see who could bring in the 
most lamps to be made over. The boys 


were allowed to carry only one lamp | 


at a time. The winner was awarded 


—according to alarming rec- 
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astic Thousands are daily 
Proving the benefits 
of the TOOTH- 
MASTER — helping 
themselves to 
healthier gums, pro- 
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givitis, Pyorrhea, 
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teeth cleansing. Uses 
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Action recom- 
mended by Dentists 
for over 8 years. 
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surface. Chrome finish with 
wood handles. 


Quick sell-outs at $7.50 on your appli- 
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over all her old lamps, incidentally in- 
creasing the wattage. The girls were 
ready at all times to shop or to take 
the prospect to the selected dealer’s 
store in their cars, so that the selection 
of adapter or shade could be made 
while the idea of purchase was still 
active. 

In this campaign as in other fea- 
tures of the home service work, the 
story is told also to company em- 
ployees and to their wives. Small 
groups of women employees are en- 
couraged to participate in the demon- 
stration themselves, bringing lamps 
from home to be done over under di- 
rection. 


471,777 Watts Added 


Results have been good. The first 
two months of the year showed a 
record of 471,777 watts increased wat- 
tage definitely to be credited as a 
result of this work, with perhaps a 
large amount of better lighting not 
reported which has been brought about 
as a result of talks before schools and 
clubs. The public appreciates the serv- 
ice, moreover. Typical is the telephone 
call recently received from a house- 
wife who wanted to tell her troubles. 
A party of friends was invited for the 
evening, her I.E.S. lamp had suddenly 
gone out of commission and no other 
less correctly designed light would 
answer. She could not get along with- 
out it. What should she do? Her lamp 
was restored to service of course, and 
her faith in correct lighting principles 
encouraged. Undoubtedly the occasion 
was discussed at the party that eve- 
ning and good will as well as good 
lighting spread among the guests. 

And the nice thing about this cam- 
paign is that it has no end. When 
every house on the Washington Water 
Power System has revised its lighting 
and purchased an I.E.S. lamp, there 
will still be a market for more. For 
everyone can use another lamp. 


Toothbrushes available in 5 colors 
the whole family. 
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table 
@ Turns 3 revolutions per minute 
@ Carries 200 Ibs. 
@ Made of I6-gage steel 
@ AC. only 
@ Guaranteed for | year 


Write for literature on wide variety of 
types of turntables. 
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MOVE YOUR SLOW MOVER 


With 16-inc 
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Notice * * 


As a service to the electrical ap- 
pliance industry, ELECTRICAL 
MERCHANDISING maintains 4 
record of all manufacturers 
agents serving the appliance field 

These records are revised peti 
odically, at this time. 

If you are not now listed with 
ELECTRICAL MERCHANDIS- 
ING, or if you are listed, but the 
status of your business has 
changed in any way, as covered 
by our records, write at once, to 


Business Department 
330 West 42nd Street 
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»-sturdy G-E Heater Cord Set 


This G-E Heater Cord Set, 
3062, will please your cus- 
ners because it will give 
m excellent service. Its 
ures include: 

9 Rubber attachment plug 
molded on cord 

Eight-foot 10,000-cycle 
cord 

Rubber “strain relief” 
molded on cord 
“Sealed-in” heater plug 
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Talk Rugs When 
You Sell Cleaners 


CONTINUED FROM PAGE 17 


Let stand a few minutes, then remove 
carefully with a dull knife. Any re- 
maining traces may be sponged with 
carbon tetrachloride. 


ROAD OIL, TAR OR ASPHALT. 
Sponge with a cloth well moistened 
with carbon tetrachloride. Change 
the cloth as it becomes soiled and 
continue until no more color comes off. 


PAINT STAINS. Fresh paint, if 
moist, can be removed by cleaning 
gently with a cloth wet in turpen- 
tine. Old or difficult stains should 
be sent to a cleaner, 


ANIMAL STAINS. Most stains of 
this nature cause discoloration which 
can not be entirely removed. Clean 
at once. Sponge thoroughly with salt 
solution (4 cup salt to 1 quart of 
lukewarm water). Then sponge with 
weak ammonia solution—one part in 
20 parts of water. 

BLOOD STAINS. Sponge with salt 
solution of 4 cupful of salt in 1 quart 
of lukewarm water. 

COFFEE STAINS. Although it is 
difficult, these can be removed by ap- 
plying clear lukewarm water and dry- 
ing with cloth or blotter. 


CHOCOLATE STAINS. Sprinkle 


with contacts welded 


These features make for a 
ayuiaes-lived cord set. The cord 
Baume t fray—plugs can’t come 
—contacts won’t loosen. 
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wi’ Bother G-E hi gh quality over- 
counter devices that will 
to please your customers in- 
riety Hide extension cord sets, re- 
cord sets, heater 
ugs, lamp-holder plugs, 
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for further information see 
* nearest G-E Merchandise 
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with powdered borax; then soak for 
fifteen minutes with cold water. Re- 
'move gently with cloth and cold 
|water. When dry, remove borax 
| with whiskbroom or vacuum cleaner. 


IODINE STAINS. These glaring 
stains can be removed by applying 
first pure alcohol and then lukewarm 
soapsuds made with a very mild soap. 
| Rinse with clear water. 

Mercurochrome, and other medicine 
stains should be sent to a reliable rug 
| cleaner. 


| GRASS STAINS. Sponge with de- 
| 
| 
| 


natured alcohol. 
FOOD STAINS. First sponge with 


carbon tetrachloride to remove grease. 
| When dry 
| warm water. 
Vinegar, lemon and other acids 
quickly affect colors. Sponge at once 
| with ammonia solution (one part 
|ammonia to four of water). This will 
sometimes even restore changed colors. 


sponge with clear luke- 


“| THINK I'D SHAPE INTO YOUR BUSINESS 


QUITE NICELY! 


1941 


1942 MODELS NOW 

New 1942 
Models on display now 
on your floor or in 
your store windows 
will create a lot of 
“sales action.” Take 
advantage of today's 
quality business with 
the exclusive features 


the VOSS line offers. 


It will pay you to concentrate on VOSS quality 
washers, that give you such exclusive features as 
“Electro Safe Wringer,” "Suds Washing" and 
“Auto Type Transmission” — plus desirable profit 
margins. Go after today's “increased earning 
power" market where price is secondary to quality. 


VOSS BROS. MFG. CO. DAVENPORT 


Quality Washers Since 1876 


IOWA 


MADE BY 
THE MAKERS 
OF 


“TOPHET”’ 
the 
NICKEL-CHROME 


WILBUR B.DRIVER CO. 


NEWARK, NEW JERSEY 


A NEW 
SUBSTITUTE ALLOY 


FOR 
NICKEL-CHROME 
RESISTANCE WIRE 
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IDISING GENERAL ELECTRIC | 


WHERE TO Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.00 per line pe nsertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count as a line. Discount of 10% if full payment is made 
in advance for 4 consecutive insertions of undisplayed ads 


DISPLAYED RATE: 


$12.25 per inch per insertion. Contract rate on request (An advertising inch « 
measured vertically %” on one column. There are 4 columns—48 inches to a page ) 


MAKE OVER 100% PROFIT 
WASHING MACHINE LUBRICANTS 


Dealers Everywhere Making Money 
With These SUPER LUBRICANTS 


FOR ALL 
WASHERS 


GEAROL 


ac fae 


WASHING 
MACHINES 


FRE 


Will Bring You 


Easier, Faster Sales! 


WASHING MACHI 
TRANSMISSION 


COUNTER 
DISPLAY 


4 GREASE FOF 
WASHING MACHINE 
WRINGERS 


Ask Your Nearest Jobber for 


LUBRICATION CHART. 


And DISPLAY CARD 


APPLIANCE PARTS & SERVICE CO. 
214-216 Stewart . Seattle, Wash. 
s 
431 Main St Harttord, Conn. 
ELECTRICAL CENTER 
514 Tenth Street, N. W. Washington, D. C. 
EMPIRE WASHER CO. 

420 Broadway Schenectady, N. Y. 
FERRY ELECTRIC CO. 

108-110 4th Ave Pittsburgh, Pa. 
FINCH'S WASHER PARTS CO. 
432-434 S. Division Ave. Grand Rapids, Mich. 
FREDERICK BROS 
128 N. Washington Ave. Minneapolis, Minn. 
GENERAL APPLIANCE PARTS CO. 
317 N. Pennsylvania St Indianapolis, Ind. 
THE GOOD HOUSEKEEPING SHOP 
126 Dartmouth St Boston, Mass. 
RAY JONES CO. 

376 8. Broadway Denver, Colo. 
KEYSTONE WASHER PARTS CO. 

N. E. Cor. 7th & Arch Sts. Philadeiphia, Pa. 
L. MAY CO. 

24 N. W. Broadway Portiand, Ore. 
MIDWEST APPLIANCE PARTS CO. 
2622 W. Division St. Chicago, I. 
MIDWEST SUPPLY CO. 

349 N. McKinley St. Casper, Wyo. 
APPLIANCE PARTS CO. 
191 W. 7th St. Paul, Minn. 
THE HOUSEHOLD SALES CO. 
2017 West 25th St Cleveland, Ohio 


D. J. PHELAN Sons, 
66 W. Broadway York, N. Y. 
PRITCHARD co. 
23 South Walker St. Oklahoma City, Okla. 
RADIO ELECTRIC SERVICE CO. 
N. W. Cor. 7th & Arch Sts. Philadelphia, Pa. 
REFRIGERATION ELEC SUPPLY CO. 
300 N. 3rd Ave. Columbus, Ohio 
SUPPLY CO. 
273-275 Boas St. Harrisburg, Pa. 
s co. 


204 N. 12th Milwaukee, Wis. 
SERVALL COMPANY 
3572 Gratiot Ave. Detroit, Mich. 
SERVICE APPLIANCE 
242 Broadway 
STANDARD SUPPLY poy 
Worcester, 
E. SUNDBERG CO. 
615 W. 79th St. Chicago, 11. 
TUTTLE SALES CO. 
582-584 So. Salina St. Syracuse, N. Y. 
UNITED VAC. and APPL. CO 
410 Marquette Ave. Minneapolis, Minn. 
VALLEY ELECTRIC CO. 
324 W. Washington St. Phoenix, Ariz. 
WASH MACHINE PARTS & SALES CO. 
4119 Gravois Ave. St. Louis, Mo. 
WASHER gg’ & SERVICE CO. 
10-12 Federal St., N. Pittsburgh, Pa. 


WYNAR panes co. 
160 State St. ‘ochester, N. Y. 


19 Union Mass. 


A Complete Line of WASHING MACHINE PARTS 
is carried by All of the Above Distributors 


MID-STATES OIL COMPANY 


135 Linsdale Ave. 
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Detroit, Michigan 


A penny Post Card... 


will bring you full and complete details of 
the best DOLLY in the world 
for handling 


REFRIGERATORS and RANGES 
YEATES APPLIANCE DOLLY MFG. C0 


Box 5037, N.L.B. Sta. 2525 W. Kilbourn Ave 
Long Beach, Calif. Milwaukee. Wis. 


RUBBER UPHOLSTERED 


ALTER SERVICE IS PROM 


—and we have everything you need 


AIR CONDITIONING 
and REFRIGERATIO 
PARTS and SUPPLIE 


Write for free catalog. 
Please use your letterhead. 


THE HARRY ALTER CO. 


1728 S. Michigan Ave., Chicago, | 


BRANCHES, NORTH, WEST, SOU 
EW YORK PHILADELPHIA BRONX JAMAIq 
NEWARK DETROIT CLEVELAND ST. Lov 


Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 
ranges, 


radios, kitchen cabinets, 


ete. Only truck 
with patented quick change ratchet nose. Com- 


Several 
Descriptive circular and prices 


pletely rubber upholstered throughout. 
convenient sizes. 
on request. 
ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 


TRUCKS 


Our 116-page 
FREE! Catalog o FR 4? 
pd ashing Machine & Vacuum Cleaner Par 
Save money by ordering all your suppl 


FOR HANDLING ALL 


REFRIGERATORS 


from one dependable source. 
Quality, Service, Low Prices! 
and RANGES MIDWEST APPLIANCE PARTS C6 


No. 102 BALANCE TRUCK 2722 W. Division St. Chicago, 


“te Ai and 


CASTER X-75 TRUCK 
Handles all Refri 


Refrigerators 
Ranges with Ease G Selety 
No. 5 PADDED COVERS 
igerators and 
Protection for the finish of cabinets 


SPECIALTIES 


Electric Mangle Roll Pads and Cover 


Jac Cleaner Bags, Ironing Board 
in. Slit-Back adjustable Vacuum Cleaner Bag 
feature for special sizes and covers, washer and ironer covers 
Textile Specialty Co., W. 54th, Clevela 


SELF-LIFTING PIANO TRUCK CO. FINDLAY, OHIO 


“What Can It Do For Me?’ 


Advertising that is read with this thought in mind, may provide 
the solution to a problem that has kept you awake nights for 
weeks. 


Remember, back of the signature of every Electrical Merchan 
dising advertiser is another organization, whose members have 
thought long and hard about your business in the course o! 
introducing and applying their products or services to your 
industry. 


If their offerings can improve the quality of your company’s 
product .. . or save your company’s money... they can com 
tribute to your company’s income. 


We all know, “It pays to advertise.” It pays just as big to im 
vestigate what is advertised! 


Each month, Electrical Merchandising advertisers, old and nev 
invite you and over 30,000 other subscribers to investigate 
further the advantages they can provide. 
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SEARCHLIGHT SECTION 


(Classified Advertising) 
“OPPORTUNITIES” 


: MERCHANDISE 


SELLIN 
: BUSINESS 


EMPLOYMENT 


IN THE PROFIT SPOTLIGHT 


H-NU-VATED VACUUM CLEANERS 


@ Milbern’s low-priced sales builders 
keep your customers coming back be- 
cause they are kept satised. Kickbacks 
ond headaches are out; you keep your 
profits. All leading brands . . . per- 
fectly rebuilt from brush to handle 
gip. Once sold with a Milbern 
Re-Nu-Vated, customers stay sold! . 

write for interesting price schedule. 


MILBERN VACUUM CLEANER CO. 


Recreators of Vacuum Cleaners 
41 W. 23rd STREET NEW YORK CITY 


SELLING | 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Adwitiona!l Lines 


FREE || @ 
Submit the NAME you wish to ee 
Send 2 Sketch or Model of your mvention 


3 CONFIDENTIAL 


1234 BROADWAY: new AT 31 ST- 
Plane \Ongocre 5-3088 


PATENT ATTORNEY — PROF. ENCINEER 


| 

OPPORTUNITY WANTED DEALERS: Write For FREE Sample Copy 

""Catalogia 1942 Deluxe Edition'’ 
Merchandised for YOUR mail-order and gift pro- 
motions Feature over 1000 nationally known 
values in Electrical Appliances, Radios, Home Fur 
nishings, Giftwares, Jewelry, Watches, Silverware, 
Sporting Goods, Luggage, Photographic Equip- 
ment, Vens, Typewriters, Toys, Novelties, etc 
| CATALOGIA Inc. 
| 41 Union Square New York, N. Y. 


INUFACTURERS REPRESENTATIVE: 
Selling to distributors and jobbers of elec- | 
al appliances and Radio in New England 
1! New York seeks major appliances for 
l distributors. RA-600, Electrical Merchan- 
sing, 330 W. 42nd St.. New York, N. Y¥ 


aner Par 
ur suppl 
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to MANUFACTURERS’ AGENTS 


As a service to the electrical appliance 
industry, ELECTRICAL MERCHANDIS- 
ING maintains a record of all manv- 
facturers’ agents serving the appliance 
field. 

These records are revised periodically, 
at this time. 

If you are not now listed with ELEC- 
TRICAL MERCHANDISING, or if you 
are listed, but the status of your business 
has changed in any way, as covered by 
our records, write at once, to 


ELECTRICAL MERCHANDISING 


Business Department 
330 West 42nd Street New York, N. Y. 
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6th LEAGUE CONFERENCE 
IN WASHINGTON, NOV. 


NEW YORK—J. S. Bartlett, president 
of the International Association of Elec- 
trical Leagues, announces that the Sixth 
Annual Conference will be held in Wash- 
ington, D. C., on November 12-14, in- 
clusive. The Raleigh Hotel has been des- 
ignated as Conference headquarters, 

The program, which is being developed 
by a committee headed by John A. Mor- 
rison, managing director of the Electrical 
Association of Philadelphia, will be in 


tune with the times. The theme for the 
| League sessions on Thursday and Fri- 
| day, November 13 and 14, will be how the 


| Leagues ¢ can aid in the present emer- 
| gency and also prepare to assist the local 
electrical industry in getting back to 
profitable peace-time operation after the 
emergency is over. 

Both sessions on the opening day, No- 
vember 12, will be devoted to a dis- 
cussion of the electrical job in its rela- 


tion to Defense Housing and low-cost 
home building. Following this formal 
program there will be a reception and 


dinner that evening to which will be in- 
vited representatives of governmental 
agencies interested in home construction. 

The Conference are open to 
all in the electrical industry. 


se ssions 


EDWARD B. McCLELLAND 


Edward B. McClelland, assistant sales 
manager of the General Electric air con- 
| ditioning and commercial refrige ration 
department died suddenly of a heart ail- 
| ment at his hotel in Portland, Oregon, on 
August 23. He was 48 years old. Me 


| Clelland entered the General E lectric Co. | 


}in 1932 as a sales representative in the 
| air conditioning department 
manager of the department's western dis- 
with headquarters in Chicago in 
| 1934. He remained in Chicago until 1939, 
when he returned to the department's 
headquarters at Bloomf ield, N. J. as as- 
| sistant to the sales manager in 1939. He 
was appointed one of the department's 
zone managers later that year. He was 
named assistant sales manager in charge 
of field operations early this vear. 


FREDERICK W. ROBERTSHAW 
Frederick W. 


Robertshaw. 


becoming | 


founder of | 


|the Robertshaw Thermostat Company, | 
retired inventor ‘and industrialist, died 
recently at his home in Pittsburgh, Pa., 


at the age of 88. 

Mr. Robertshaw, who was of English 
parentage, founded the Robertshaw Ther- 
mostat Company in Pittsburgh, Pa. He 
| was born in Covington, Ky., on July 10, 
| 1853, while his parents were visiting there 
|from England. He returned to this 
|country permanently at the age of 18. 

After a period of work for brass-mak- 
{ing firms in Pittsburgh, during which he 
| gained mechanical and technical know!l- 
edge, he invented a highly efficient ther- 
mostat which was originally applied to 
water heaters. 

An interesting anecdote 
with this was that having a large family, 


basement to light and extinguish the old 
manually-operated water heater, and to 
relieve her of this hardship, Mr. Robert- 
shaw invented the water heater thermo- 
stat. That accomplishment was in 1899 
and in 1907 he started its manufacture by 
his own company in Pittsburgh. 

In 1914 the plant was moved to Young- 
wood, Pa. The progress of this com- 
pany can be best understood by the in- 
crease in personnel to 2,300 from 28 per- 
sons originally employed. From this 
modest beginning the company has ex- 
panded so that now in addition to its 
Youngwood plant it controls and operates 


the Grayson Heat Control, Ltd., in Lyn- 
wood, Calif., and the American Thermo- 
meter Company, in St. Louis, Mo. Mr. 


Robertshaw retired from the 


in 1928. 


presidency 


in connection | 


Mrs. Robertshaw objected to trips to the | 


Everyone Can Use 
this Handy OH MITE 
Ohm’s Law Calculator 


Solves any Ohm's Law Problem 


Rete with one setting of the slide... 


HAnpiest Ohm's Law Calculator 
ever devised. Simple-— easy to use. 
Requires no slide rule knowledge. All 
values are direct reading. Scales on 
two sides cover the range of currents, 
resistances, wattages and voltages 
commonly used in electrical and radio 


work. Selector also 
Only shows stock number of 
resistor or rheostat you 
may need. Size of Cal- 
10: culator 4%" x 9”. 
; Send for it Today 
to Cover 


Use this Coupon 


Handling Cost 


OHMITE MANUFACTURING CO. + 
4939 Flournoy St., Chicago, U.S.A. 


10c in Coin enclosed. Send Ohm's Law Calculator. 
Name . 
Address 


State 
Elec Merch Oct. *41 


Kight OHMITE 


RHEOSTATS RESIST TAP SWITCHES 


A Major Improvement in 
Attachment Plugs . . . 
%& NO MORE BARE WIRE 
%& NO MORE SHORT CIRCUITS 
% EASY TO ATTACH 
UNINTERRUPTED SERVICE 
% SAFER FOR PUBLIC USE 

Write for Sample and Details. 


THE WATERBURY BUTTON CO. 
Established 1812 
WATERBURY - CONNECTICUT 
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Prize Winner Tells How He 
Sells Washers 


OR three successive years Mac- 

Donald Electric, Victoria, B. C., 
has won first place in the Dominion 
wide contest conducted by the Cana 
dian General Electric for per capita 
sales of washers in proportion to pop 
ulation, and for three successive years 
a salesman first prize in the same 
contest has also gone to this store. 


Cuts Demonstrations 


L. F. MacDonald, who has carried 
off the laurels, and who is a brother 
MacDonald, head of the 
is no special formu- 


ot George 


firm, states there 
lary he has used in his achievements. 
It has been hard work and 
common sense salesmanship. He has 
thereby 


work. 


based on 
cut down on demonstrations, 
securing time for sales 
Enlarging on this he points out in the 
past one frequently went out in the 
morning and did a demonstration 
washing for the lady of the house, 
then in the evening the salesman went 
back and tried to sell the husband, 
and somet fourth call 
would be needed to close the sale. In 


more 


imes a third or 


his drive this year Mr. MacDonald 
only made two morning demonstra- 
tions. In the other cases he assumed 


knew all 
and did not 


the customer, or 
about washers 


nect 
pr spect, 


n general, 


insult them by offering to demon- 
strate. If a customer asked for a 
demonstration the reply was “Well I 
would be delighted to give you one, 
but you know washers are in such 
general use now I just took it for 


granted that you knew all about them, 
and I was merely explaining superior 
points and improvements in new 
models.” In nine cases out of ten the 
customer realized they being 
made to appear a little behind the time 
and they promptly passed over their 


were 


suggestion with a remark that a dem- 
onstration probably was not really 
necessary. In this way Mr. Mac- 


Donald was able to make the large 
majority of his sales in the late after- 
noon and evening 
sible to contact 
once. 


when it was pos- 


husband and wife at 


"SO WHAT! 
THEY BRING OUT ONE THAT IRONS THEM, 
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IT ONLY WASHES, RINSES AND DRIES CLOTHES. 


The same line of approach was used 
in the mornings and early afternoons 
on the floor of the store in closing 
without demonstrations, and in 
the case of house calls the majority of 
sales were made from catalogues and | 
price lists. | 

While Mr. MacDonald that | 
home demonstrations of washers are | 
no longer necessary he stresses the | 
point that this does not mean the | 
salesman no needs to know | 
li fact he 
true, as 


sales 


feels 


longer 
operate 
claims the exact 
with a washer him the sales- 
man can usually hold the customer’s 
interest and explain point by point, 
whereas working only from a picture 
in a catalogue the salesman must 
know detail of the machine so | 
he can translate mechanical and con- | 
struction details in simple yet graphic 
language to the prospect. The mere | 
carrying along a catalogue to the pros- 
pects home and reading what is 
printed on it will never close a sale, | 
Mr. MacDonald believes. If the sales- | 
man knows the washer thoroughly, and 
is really sold on it himself, then he 
can sell from catalogues, and then 
only. 

Trade-in allowances are a problem | 
that must be met in washer sales, 
and while individual judgment has to 
be used, the general policy with the 
MacDonald Electric is to base the 
allowance on the re-sale value of the 
trade-in’s motor and discount all 
allowance for the washer itself. It 
has been found most motors will sell 
from $7.50 to $10 and this figure is | 
used as a guide in making a trade-in 
valuation. 


how to a washer. 
reverse is 


before 


every 


Theater Lobby Prospects 


BENDIX displayed in a theater 
lobby for two or three weeks in 
the period preceding Christmas, with 
a later drawing from the theater stage 


brought many inquiries to the Mis- | 
soula Mercantile Company of Mis- | 
soula, Montana, from patrons who | 


had missed out on the drawing, but 
who had become interested in the 
equipment on display. 
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The Merchandising Month By L. E. Moffatt 


New York Utility to Try City-Wide (om 
Repair By Laurence Wray 2 


Consolidated Edison sponsors new central service company in New 
York metropolitan area—an emergency-born development with 
revolutionary implications. 


Don't Give Your Washer Prospect a "Brush Off" 
By Tom F. Blackburn 4 


bg of a series on dealers specializing in high bracket merchan- 
ise. 


Priorities From the Dealer's Standpoint 8yD.S.Stophlet 6 


The author, a practicing independent dealer, gives nine rules for 
the conduct of a retail appliance business during the present 
emergency. 


The Ritual of Coffee Making... . 8 


A Chicago expert gives some clues to making good coffee and the 
use of the proper devices for a satisfactory brew. 


Home Service Conference in New York 10 
Some personality snapshots from the two-day meeting sponsored 
by E.E.I. 

Everyone is a Prospect for a Lamp " 


Washington Water Power home service girls do a real promotional 
job on light conditioning. 


Ideas 12 


They Catch Women Off Balance . 14 


How Oklahoma-Maytag sell washing machines. 


Talk Rugs When You Sell Vacuum Cleaners 7 


Says L. H. Regensburg, rug expert of Chicago's Merchandise Mart. 


A Real Home Laundry 18 


Paul Nelligan of Easy shows what can be done in his own home. 
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